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Friction  rings  being  attached  to  1  Quart  Paint  Cans  ^ 

Output: — 150  per  minute,  on  our 
^No.  51,  Ten  Spindle,  Automatic 
}  Rotary  Seamer. 
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A  NECESSITY  FOR  BETTER  PACKS 
OF  PEAS  OR  LIMA  BEANS  AT 
GREATER  PROFITS 

The  most  economical  viners  for  packer 
and  grower.  They  thresh  the  peas  more 
thoroughly  out  of  the  vines  and  reduce 
breakage  during  the  hulling  process. 
They  effect  an  improvement  in  guality  be¬ 
cause  the  peas  saved  are  the  most  tender 
ones  that  are  in  the  vines,  and  because 
they  will  thresh  young  and  tender  peas 
very  efficiently. 

The  savings  effected  are  large  and  im¬ 
portant  to  every  pea  packer.  The  reasons 
for  these  savings  are  due  to  many  exclu¬ 
sive  patented  features.  An  example  is 
found  in  the  curved,  forwardly  inclinded 
beaters  that  hit  the  pods  more  often  and 
utilize  large  surfaces  of  the  beaters.  The 
agitator  saves  many  liberated  peas. 

The  sturdy  construction  of  the  viners  and 
low  upkeep  cost  also  appeal  to  users. 
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Green  Pea  Hulling  Specialists 
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Incorporated  1124 


WISCONSIN 


QUICKER  PEELING 


Leaders  in  the  Can¬ 
ning  Industry  —  the 
men  who  aim  to  give 
finer  quality  and  bet¬ 
ter  service  —  have 
warmly  welcomed  this 
economical,  waste 
saving  machine. 


THE  CONTINUOUS 
VEGETABLE  PEELER 


Designed  for  use  by  conners  who  lecdize  that  to  offer  the 
choicest  products  at  attractive  prices  operating  costs  must  be 
kept  down.  For  over  5  years  this  practical  machine  has  dem¬ 
onstrated  its  ability  to  do  more  work  at  less  cost  than  any 
ordinary  peeler. 

SPEEDY  and  CONSTANT  in  OPERATION 

The  Continuous  Vegetable  Peeler  will  give  you  a  higher  yield 
per  ton,  will  do  a  quicker  job  and  preserve  the  shape  of  the 
vegetables.  And,  it  cuts  trimming  cost  in  half. 

BUILT  for  WORK 

A  sturdy  machine  constructed  to  run  steadily  doy-in-and-doy- 
out.  Powerful  enclosed  splash-proof  motor  with  V-belt  drive. 
Hyatt  roller  bearings  for  high-speed  moving  parts  and  Zerk 
Alemite  push-type  lubrication.  Oil  and  grease  seals  for  roller 
bearings.  Smooth  finish. 

Cut  Costs,  Increase  Profits  and  Improve  Quality  with  the 
Continuous  Vegetable  Peeler. 

Modern  Canning  Equipment  for  All  Food  Products 
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-  >/  /  (Sprague-Sells  Division) 

//  HOOPESTON,  ILLINOIS 

SEND  THE  COUPON 

FOOD  MACHINERY  CORPORATION  ^ 

(Sprague-Selli  Division)  HOOPESTON,  ILL. 
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□  Full  details  of  the  Continuous  Vegetable  Peeler. 

□  Your  complete  Geneiol  Catalog. 
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EVEN  WHEN  IT'S 
RUNNIN6.it  CANT 
KEEP  UP  WITH  THE 
REST  OF  THE  UNE. 


GOT  A  HEADACHE,  BOSS? 


LOOK,BOSS-WHy 
NOT  GET  RID  OF 
THAT  JONAH?  IT 
ALWA/S  GOES 
FLOOEy  WHEN 
THE  HEAT  IS  ON- 


you're  TELUNG 
ME!- WELL, 
WHAT'LL  WE 
DO? 


YES-AND  IT 
JAMS  UP  THE 
WHOLE  LINE. 
TAKES  A  LONG 
TIME  TO  AD¬ 
JUST  AND 
REPAIRJOO. 


AND  HOWII'M  TRYING  TO 
FIGURE  HOW  MUCH  THAT 
CLOSING  MACHINE  BREAK¬ 
DOWN  COST  US. 


you  BET!  REGULAR 
CHECK-UPS,  AND 
THEIR  MEN  ARE 
AVAILABLE  DAY 
AND  NIGHT. 


LETS  TALK  TO 
CONTINENTAL. 

I  UNDERSTAND. 
THEIR  CLOSING* 
MACHINES  ARE  NOT 
ONLY  THE  FASTEST, 
BUT  ALSO  THE  MOST 
DEPENDABLE. 


SAY  NO  MORE! 
I'U  SEE  ABOUT 
IT  RIGHT  AWAY. 
BOY! MY  "BREAK¬ 
DOWN  BLUES  " 
ARE  OVER  NOW! 


SERVICE? 


you  can  forget  all  about  breakdowns,  delays, 
*  and  spoilage  when  you  use  speedy,  efficient 
Continental  closing  machines  in  your  line. 
You're  sure  of  fast  day-in  and  day-out  opera¬ 
tion  when  the  rush  is  on. 

All  Continental  equipment  is  built  to  save 
you  time  and  money  by  speeding  up  produc¬ 
tion,  cutting  maintenance  costs,  and  eliminating 
"bottlenecks."  And  behind  each  machine  is  the 
famous  Continental  service,  always  ready  to  assist 
you  in  safeguarding  your  pack  and  your  profits. 

For  fullest  aid  on  any  canning  problem  — 
Consult  Continental.  For  better  cans  and  better 
equipment — Come  To  Continental. 


CONTINENTAL  CAN  COMPANY 

Offices  and  Plants  in  all  Principal  Cities 
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THE  BUSINESS  JOURNAL  OF  THE 
CANNING  AND  ALLIED  INDUSTRIES 


Published  Every  Monday  Since  1878  •  ARTHUR  I.  JUDGE,  Editor  •  VOLUME  63,  NUMBER  5 


EDITORIALS 


WATCH  THIS  TIDE — “Business  is  improving 
each  week  over  the  preceeding  one,  a  steady, 
perceptible  improvement,  and  which  I  attribute 
to  the  flow  of  new  wage  monies  into  consumer  buying,” 
said  one  of  the  country’s  leading  salesmen,  the  repre¬ 
sentative  of  a  line  in  no  way  connected  with  foods,  but 
which,  nevertheless,  depends  entirely  upon  consumer 
buying.  The  vast  increase  in  the  number  of  the  em¬ 
ployed,  occasioned  by  the  preparedness  move,  and  the 
additional  wage-money  released  from  that  cause,  was 
bound  to  be  felt  in  consumer  buying  channels.  It  is 
just  beginning  to  flow  in,  and  it  will  steadily  increase 
in  volume  from  now  on.  Watch  that  tide,  for  canned 
foods  will  get  their  full  share  of  this  better  spending. 
It  will  come  because  they  have  the  money  to  spend. 
And  there  seems  every  good  reason  to  believe  that  the 
employment  will  be  long  lasted,  not  just  a  mere  spurt 
of  which  labor  is  always  so  fearful,  but  it  will  come  also 
because  winter  is  approaching,  the  cold  days  always 
increasing  appetites,  and  likewise  prompting  careful 
home  makers  to  store  up  against  winter.  Therefore, 
it  is  the  time  to  push  the  sale  of  canned  foods,  of  all 
kinds,  and  to  put  prices  on  them  that  show  you  a  profit, 
and  to  stick  for  those  prices. 

GIVE  YOURSELF  A  PAT  ON  THE  BACK— Says 
the  August  number  of  The  Pennsylvania  Packer,  the 
little  house  organ  of  the  Pennyslvania  Canner  Associa¬ 
tion  : 

“Have  you  ever  stopped  to  think  how  frequently  the 
canning  industry  gets  the  thing  it  goes  after?  It  got 
the  kind  of  code  it  wanted  under  NRA.  It  successfully 
resisted  having  grade  labeling  jammed  down  its  throat 
as  a  part  of  the  code.  It  won  exemption  from  market¬ 
ing  agreements  and  all  that  they  threatened.  It  got 
the  sort  of  Food  and  Drug  law  it  wanted.  Now  it  has 
the  kind  of  Wage-Hour  interpretation  it  seeks.  Results 
of  this  kind  come  from  being  reasonable.  They  come 
from  being  organized  and  from  being  properly  pre¬ 
pared.  It  is  no  exaggeration  to  say  here  and  now  that 
the  efficient  manner  in  which  canners  are  organized 
is  more  keenly  appreciated  by  official  Washington  than 
by  many  a  canner.” 

But  don’t  get  too  chesty  about  these  apparent  vic¬ 
tories,  since  the  wisdom  of  some  of  them,  at  least,  has 
not  yet  been  demonstrated.  Time  is  a  relentless 
teacher. 

And  while  on  this  Wage-Hour  question :  notice  else¬ 
where  in  this  issue  a  re-cap  of  what  has  been  done 
under  the  law  to  a  recent  date,  and  you  will  find  it  a 
formidable  listing.  And  with  a  moral :  keep  accurate 
records,  for  the  time  of  your  visitation. 


YOUR  DIFFICULT  DECISION— This  will  prove  to 
be  a  season  of  more  and  worse  headaches  for  you  than 
ever  before  recorded.  To  sell  the  pack  now  as  made,  or 
to  hold,  that’s  the  question.  Did  any  of  you,  even 
among  the  oldsters,  ever  before  see  such  a  contradictory 
growing  season?  One  section  has  so  much  rain  that 
the  crops  are  ruined,  while  comparatively  nearby  they 
are  undergoing  such  a  prolonged  drought  that  the 
crops  have  burned  up  or  have  been  seriously  damaged. 
As  yet  not  all  the  Crop  Reports  have  come  in  for  this 
issue,  but  we  will  hazard  the  guess  that  you  can  look 
at  this  week’s  reports  and  find  the  very  conditions  we 
cite.  Frosts  have  been  reported  in  the  northern  tier  of 
the  States;  and  even  here  in  Maryland,  in  our  own 
instance,  we  have  had  log  fires  burning  in  the  living 
room  since  Sunday,  the  25th.  We  had  those  log  fires 
going  on  July  4th,  and  off  and  on  up  to  July  15th,  when 
the  weather  turned  hot,  ranging  from  90°  to  102°  until 
the  first  of  August.  Other  regions  experienced  the 
same  conditions. 

Only  the  buyers  (or  brokers  located  in  the  great 
canyons  of  the  big  cities)  could  see  from  such  “carry¬ 
ings  on”  the  prospect  of  even  a  normal  pack  of  any¬ 
thing.  Yet  on  many  lines  of  canned  foods  prices  lag. 

Whether  or  not  we  get  conscription  we  are  going  to 
have  a  big  army,  a  big  navy  and  a  big  air  force,  and  it 
is  going  to  take  heaps  of  canned  foods  to  feed  them, 
over  and  above  the  former  normal  consumption.  Al¬ 
ready  the  Government  buyers  have  been  in  the  field 
buying  up  No.  lO’s  of  many  kinds  but  they  have  only 
just  begun.  Now  it  is  quite  plain  that  the  wise  thing 
to  have  done,  with  this  season’s  packs,  would  have  been 
to  run  them  into  10s.  And  despite  adverse  rumors, 
the  exports  of  many  items  of  canned  foods  are  ahead 
of  any  recent  years,  and  continuing  upward;  and  per 
contra  the  imports  of  things  that  might  have  competed 
with  our  goods  are  reduced,  and  steadily  going  lower. 

There  is  the  picture:  reduced  packs,  owing  to  an 
unfavorable  growing  season,  carry-overs  about  wiped 
out;  increased  demands  because  of  increased  employ¬ 
ment  and  more  wage-money,  plus  increased  demands 
from  the  Government  to  feed  its  increasing  forces; 
increased  exports  and  decreased  imports.  Normally 
that  ought  to  spell  very  much  higher  prices  for  can¬ 
ned  foods,  and  continuing  advances  as  the  year  grows 
older,  and  regardless  of  the  outcome  of  the  war. 

♦  *  * 

As  a  nation  we  are  being  insulted,  treated  as  if  we 
were  half-witted  or  are  mere  children,  by  the  reports 
from  over  there.  “Thousands  of  planes,  dumping  tons 
of  bombs,  do  little  or  no  damage,  and  kill  but  50  people,” 
we  are  told  by  both  sides!  That  is  propaganda  gone 
rancid.  When,  long  after  France  had  fallen,  and  the 


THE  CANNING  TRADE  ■  September  2.  1940 


5 


truth  came  out  about  the  destruction  of  the  city  of 
Brussels,  in  Belgium,  it  was  said  that  in  8  minutes 
the  heart  of  Brussels  was  destroyed  and  30,000  people 
killed, — and  by  fewer  than  “thousands  of  planes.”  The 
war  may  be  nearer  its  end,  over  there,  than  we  guess. 

*  *  * 

EXTRAVAGANT  CLAIMS  OUTLAWED— The  use 
of  extravagant  claims  such  as  Extra  Sublime,  is  an 
evidence  of  ignorance,  as  it  fools  no  one  except  the  user. 
In  promulgating  Fair  Trade  Practice  Rules  for  the 
Tuna  Industry,  the  Federal  Trade  Commission  has 
turned  thumbs  down  on  all  such  terms,  declaring 
them  to  be  unfair  trade  practices.  And  if  they  be 
unfair  for  the  tuna  industry  they  must,  ipso  facto,  be 
unfair  for  all  other  foods  or  products.  The  tuna  can- 
ners  will  find  this  pronouncement  in  Federal  Register 
for  Tuesday,  August  27,  1940,  covering  pages  3177, 
3178,  3179  and  ending  on  page  3180.  Doubtless  all  tuna 
packers  have  a  copy  of  the  ruling  in  front  of  them,  and 
so  there  can  be  no  purpose  in  taking  up  space  in  this 
journal  to  republish  the  ruling  in  full,  as  canners  of 
other  products  are  not  interested.  But  the  action  by 
FTC  does  point  a  moral  for  all  canners,  and  all  over- 
enthusiastic  publicity  men,  that  excess  of  all  kinds  in 
describing  products  is  to  be  avoided.  Instead  of  declar¬ 
ing  the  practice  “unfair  trading”  the  Commission  might 
have  said  that  it  shows  extremely  bad  taste. 

The  paragraph  in  the  ruling  covering  this  feature  is 
as  follows: 

#146.4  MISUSE  OF  TERMS  “EXTRA 
FANCY,”  “EXTRA  SELECT,”  ETC.  It  is  an 
unfair  trade  practice  to  sell,  offer  for  sale,  adver¬ 
tise,  describe,  or  otherwise  represent  any  canned 
tuna  or  canned  tuna  products  as  “Extra  Fancy,” 
“Extra  Select,”  “Extra  Select  Fancy,”  “Extra 
Fancy  Fillet,”  “Extra  Quality,”  “De  Luxe  Fancy,” 
“De  Luxe,”  “Select,”  “Choice,”  or  by  similar  desig¬ 
nation  or  other  representation,  with  the  capacity 
and  tendency  or  effect  of  misleading  or  deceiving 
the  purchasing  or  consuming  public  into  the  belief 
that  such  canned  tuna  or  canned  tuna  products  is 
of  a  quality  superior  to  either  the  fancy  grade  or 
the  standard  grade  of  tuna,  or  to  some  other 
grade,  kind,  or  character  of  tuna,  when  such  is  not 
true  in  fact ;  or  into  any  other  eroneous 
belief.  (Rule  4.) 

THE  INDEPENDENT  RETAILER— A  reader  sends 
us  a  copy  of  The  Christian  Science  Monitor,  that  great 
daily  paper  published  in  Boston,  and  widely  read,  and 
calls  our  attention  to  an  article  by  Nathaniel  H.  Engle, 
under  the  above  title.  As  the  great  distributors  of  your 
products,  whether  chains  or  retailers,  you  will  find 
what  Mr.  Engle  says  more  than  interesting.  We  quote 
the  opening  paragraphs : 

“Independent  merchants  spend  more  time  in  talking  and 
worrying  about  the  competition  of  the  chains  than  they  do 
in  appraising  their  own  situation.  Do  the  facts  warrant 
this  concern?  Let  us  see  how  many  independents  there  are 
in  the  United  States,  how  much  business  they  do,  how  effi¬ 
cient  they  are,  and  how  well  they  serve  their  communities. 

“Independent  retailers  increased  from  1,375,509  in  1929 


to  1,474,149  by  1935 — substantial  progress  in  a  difficult 
period  of  American  business  history.  Their  expansion  from 
the  low  point  of  the  depression  in  1933  when  there  were 
some  25,000  fewer  independents  than  in  1929  is  even  more 
remarkable. 

“Independent  retailing  takes  its  place  among  the  major 
industries  of  the  country  with  a  volume  of  business  in  1929 
of  over  thirty-eight  billion  dollars — which  was  77  per  cent 
of  all  retail  trade.  The  depression  reduced  this  proportion 
to  71  per  cent  of  a  much  smaller  total,  but  by  1935  indepen¬ 
dents  had  recovered  to  73  per  cent,  with  a  volume  of  twenty- 
four  and  a  quarter  billions. 

“Chain  stores,  by  way  of  comparison  enjoyed  20  per  cent 
of  the  1929  total,  25  per  cent  of  the  1933  figure,  but  only 
23  per  cent  of  the  1935  volume.  Thus  between  1933  and 
1935,  while  independents  regained  lost  ground,  the  chains 
started  to  slip  back.” 

BETTER  LABOR  RELATIONS— Here  is  another 
war  effect  that  all  of  you  ought  to  find  important,  for 
we  agree  heartily  with  C,  P.  as  reported  in  his  talk 
(furnished  as  release  to  us).  Incidentally,  it  briefs  a 
new  system  of  employee  pacification  and  encouragement 
which  has  met  widespread  approval  by  manufacturers. 
It  is  generally  termed  “the  multiple  management  plan.” 
Read: 

No  matter  what  may  happen  on  the  other  side  of  the  Atlantic, 
American  industry  is  facing  the  greatest  economic  war  of  its 
history,  Charles  P.  McCormick,  pi’esident  of  McCormick  &  Co., 
Baltimore  spice  and  extract  manufacturers,  told  the  representa¬ 
tives  of  8,000,000  members  of  the  National  Fraternal  Congress 
in  annual  session  here,  Thursday,  August  29. 

As  never  before,  he  said,  business  executives  must  watch  their 
step  in  their  relationships  with  employees  for  therein  lies  the 
secret  of  efficiency  in  manufacturing  and  selling  goods  that  will 
be  necessary  in  the  months  and  years  ahead. 

Also  the  possible  presence  of  “fifth  columnists”  in  the  person¬ 
nel  could  not  be  kept  secret  under  such  a  plan,  the  speaker 
pointed  out,  because  of  the  closer  relationships  between  the 
employees  and  employer. 

Mr.  McCormick  stated  that  during  the  last  eight  years,  the 
1,000  or  more  employees  of  his  business  had  been  given  an  active 
voice  in  company  management  through  a  system  of  multiple 
management  which  has  tremendously  reduced  production  costs 
and  brought  about  ideal  labor  relations. 

He  explained  that  under  the  multiple  management  plan,  three 
employee  boards  practically  go  over  every  problem  and  plan  of 
the  company.  After  unanimous  decisions  have  been  reached, 
the  recommendations  are  passed  along  to  the  senior  board  and 
president  for  acceptance  or  rejection. 

Only  a  negligible  number  of  such  recommendations  ever  are 
rejected,  he  declared.  Mr.  McCormick  said  that  any  business,  no 
matter  how  large  or  small,  could  be  operated  under  such  a 
system  of  employee  management  and  that  he  believed  more  and 
more  American  business  concerns  would  be  forced  by  world-wide 
competition  to  adopt  some  such  plan. 

Over  250  business  concerns  in  the  United  States  and  Canada 
are  now  being  operated  on  some  plan  of  employee  participation 
in  management,  Mr.  McCormick  said,  and  the  number  is  increas¬ 
ing,  especially  since  the  inauguration  of  the  defense  program. 

Instead  of  there  being  a  line  of  demarcation  between  young 
and  old  men,  Mr.  McCormick  said,  he  had  found  that  the  two 
work  together  to  the  great  advantage  of  the  business.  “Our 
theory,”  he  said,  “is  that  young  executives  on  the  Junior  Board 
and  the  more  mature  executives  on  the  Senior  Board,  when 
they  work  together  as  a  unit — toward  a  common  viewpoint — 
are  invincible;  there  is  nothing  that  can  beat  them  if  conditions 
are  proper.  Certainly  there  is  every  advantage  to  be  gained 
by  throwing  younger  and  older  men  together  for  what  one  lacks 
the  other  has,  and  the  combination  of  the  two  makes  an  ideal 
human  relationship  in  any  field  of  life.  Youth  gives  vision, 
speed,  stream-lining;  age  donates  conservative  good  judgment 
and  proper  application  of  new  technique.” 
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HELPFUL  HINTS  FOR  WORK  WITH  DISTRIBUTORS. 

By  ‘^BETTER  PROFITS’^ 

Special  Correspondent  of  *‘The  Canning  Trade” 


AS  this  is  being  written,  crops  for  canning  are 
pretty  well  in  the  cans,  prospects  for  total  packs 
/  \  have  been  estimated  long  ago  and  now  we  have 

before  us  little  but  the  disposal  of  what  we  have  worked 
all  the  season  to  produce.  Advice  has  been  given 
repeatedly  in  the  trade  press  as  to  how  we  should  pro¬ 
ceed  in  order  to  get  the  most  from  our  packs.  Our 
ceed  in  order  to  get  the  most  from  our  packs.  What 
are  we  going  to  do  along  these  lines  ? 

During  the  past  few  years  we  have  seen  various 
attempts  toward  merchandising  service  by  principals 
for  the  account  of  distributors,  some  of  which  were 
very  constructive,  some  were  little  used  while  others 
seemed  to  meet  long  standing  needs.  Like  everything 
else,  those  services  designed  to  meet  as  fully  as  possible 
some  real  need  in  the  industry  have  gone  along,  build¬ 
ing  goodwill  for  those  using  them  and  increasing  con¬ 
sumption  of  brands  whose  packers  originated  the  plans. 
A  review  of  what  has  been  produced  that  has  blazed 
some  merchandising  trails  may  be  helpful  inasmuch  as 
you  can  only  judge  of  what  the  future  holds  by  what 
has  gone  before. 

Planned  advertising  schedules  in  newspapers  and 
magazines  or  over  the  air  lanes  will  not  be  considered  as 
they  are  definitely  out  of  the  reach  of  the  average  can- 
ner  who  is  anxious  to  build  consumer  acceptance  but  is 
still  handicapped  by  lack  of  adequate  funds  with  which 
to  promote  the  sort  of  campaign  he  would  like  for  the 
assistance  of  his  wholesale  and  retail  customers.  We’ll 
look  at  what  has  been  done  by  one  another  by  means  of 
dealers  helps  to  promote  the  sale  of  canned  foods.  First 
of  all  we  have  the  window  poster  included  in  a  certain 
number  of  cases  of  goods,  one  to  a  case  and  which  the 
canner  anxiously  hoped  the  retail  dealer  would  use  to 
good  and  mutual  advantage.  These  have  done  a  certain 
amount  of  good  as  planned  but  generally  have  been 
most  used  when  arranged  to  quickly  notify  customers 
of  retail  stores  that  the  new,  fall  pack  of  so  and  so  was 
on  hand  and  ready  for  their  use.  Or  in  some  instances, 
when  provided  to  promote  the  sale  and  use  of  some 
comparative  specialty  they  have  been  welcomed  and 
oave  been  left  in  retail  stores  until  their  usefulness 
has  ended  because  they  were  soiled  and  “shopworn.” 

Canners  have  gone  a  step  further  and  have  supplied 
ithographed  posters  for  display  in  store  interiors.  In 
he  majority  of  instances  these  have  carried  the  brand 
r.ame  of  those  supplying  them  although  blank  space 
vvas  left  for  the  insertion  of  other  commodities.  The 
major  idea  of  the  set  when  furnished  was  to  promote 
some  nationally  advertised  sales  event.  Large  stores 
■v’elcomed  these  as  they  are  anxious  at  all  times  to  tie 
m  with  the  large  expenditures  of  money  by  large  adver¬ 
tisers,  smaller  stores  did  not  receive  them  as  willingly 


and  indeed,  the  number  in  each  set  was  sufficient  so 
that  if  a  dealer  was  to  get  the  full  good  out  of  the  pro¬ 
motion  he  had  to  stock  more  heavily  of  the  goods  than 
he  could  afford. 

Canners  so  far  have  not  done  the  ultimate  in  supply¬ 
ing  window  posters  in  sets  for  the  use  of  advertising 
groups,  these  sets  to  advertise  first  the  products  of  the 
group  and  secondly,  two'  or  more  of  the  firms  supplying 
the  poster.  For  instance,  cereal  millers  will  freely  send 
advertising  groups  sets  of  eight  window  posters,  col¬ 
lated,  in  envelopes,  each  set  consisting  we’ll  say  of  six 
posters  advertising  soaps,  sugar,  coffee,  etc.,  and  two 
cereals.  Identifying  marks  are  omitted  from  these,  the 
whole  set  looks  as  if  it  was  prepared  as  usual  in  the 
plant  of  the  local  lithographer  or  screen  process  artist. 
Frankly,  it  would  seem  to  the  writer  that  canners  who 
will  adopt  this  plan  of  getting  window  posters  to  their 
retail  customers  will  succeed  most  rapidly  in  getting 
them  more  widely  used  than  at  present.  This  method 
of  advertising  may  be  used  by  any  canner  with  the  only 
investment  on  his  part  that  of  paying  for  the  sets  as 
forwarded  by  a  commercial  window  poster  company 
or  companies.  (There  are  several  doing  this  sort  of 
work.) 

Of  course,  at  once  you  are  confronted  with  the  neces¬ 
sity  of  subordinating  your  needs  and  wishes  to  those 
of  your  customer.  If  you  secure  only  two  posters  out 
of  eight  in  the  set  you  may  feel  that  you  are  paying  too 
much  for  the  advertising  you  get.  I  can  only  offer 
in  opposition  to  this  that  if  you  adopt  this  policy,  you 
may  be  able  to  get  your  two  posters  to  a  set  used  several 
times  during  the  year  while  if  you  supply  a  lot  of 
posters  carrying  your  ad  or  name  on  all  of  them  you  will 
be  lucky  if  they  are  used  twice  in  a  year.  If  any  can¬ 
ner  wants  to  know  where  he  can  get  quotations  on 
these  sets  of  posters,  write  this  department,  we’ll  for¬ 
ward  the  information  at  once.  This  column  has  men¬ 
tioned  the  service  supplied  by  a  milk  canner  in 
furnishing  posters  very  attractively  lithographed  with 
the  product  in  color  and  tied  up  to  some  nationally 
advertised  theme.  These  are  well  received  as  the  can¬ 
ners  asks  for  only  one  ad  mention  in  the  set  of  four 
to  eight  item  listings. 

Of  course,  for  years  canners  in  a  position  to  supply 
cuts  and  mats  of  product  have  sent  out  proof  sheets 
of  what  they  have  available.  Lately  other  canners  with 
advertising  departments  have  gone  a  needed  step  fur¬ 
ther  and  furnished  tried  and  true  slogans  or  sentences 
of  advertising  copy  that  apply  directly  to  the  product. 
These  are  helpful  and  tend  to  increase  the  weight  of 
advertising  support  behind  the  lines  supplying  them. 
Set  phrases,  often  repeated  in  the  press,  lead  the 
housewives  of  the  country  to  depend  on  the  truth  and 
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accuracy  of  the  statements.  Their  urge  to  buy  is  in- 
•  creased  as  well  by  the  similarity  of  advertising  support. 
Lately,  one  canner  at  least,  has  provided  a  large 
booklet  for  distribution  to  all  interested  in  layouts  of 
ads.  This  is  roughly  fourteen  by  twenty  inches  and  it 
carries  in  addition  to  full  page  newspaper  rough  lay¬ 
outs,  hundred  of  copy  suggestions,  a  listing  of  the  com¬ 
plete  line  of  products  put  up  by  the  advertiser  and  many 
layouts  of  handbills.  With  this  book  at  hand,  any  retail 
dealer  is  in  a  position  to  take  it  to  his  local  printer  and 
after  resale  prices  have  been  filled  in,  secure  promptly, 
an  ad  that  has  all  the  ear-marks  of  professional  work. 
Headings  for  ads  have  all  been  numbered,  cuts  shown  are 
likewise  identified  so  that  as  I  have  said,  the  finished  ad 
comes  out  a  tribute  to  the  advertising  fraternity.  I  can 
appreciate  that  when  a  canner  provides  many,  many 
items  of  canned  foods  in  a  complete  line  that  he  is 
anxious  to  see  as  many  as  possible  of  them  advertised, 
but  I  cannot  help  but  warn  again  as  I  have  before, 
against  the  probability  of  an  advertising  man  making 
his  suggested  ad  so  full  of  items  in  the  line  that  the 
retail  customer  becomes  reluctant  to  use  the  material. 
After  all,  the  retail  dealer  has  over  one  thousand  items 
in  his  stock,  even  a  complete  line  of  canned  fruits  and 
vegetables  is  only  a  minor  part  of  his  stock.  In  the 
booklet  referred  to,  I  am  happy  to  say  that  a  very  nice 
balance  of  layout  seems  to  have  been  obtained,  the 
retail  dealer  can  hardly  object  to  using  the  layouts 
exactly  as  presented. 

It  has  remained,  however,  for  another  canner  to  pub¬ 
lish  the  last  word  in  advertising  helps.  This  may  have 
been  made  easier  because  the  canner  has  only  a  single 
item  to  sell  but  the  fact  remains  that  the  help  is  forth¬ 
coming  without  any  definite  commitment  as  to  space 
to  be  given  the  canner  in  any  ads  that  are  published. 
This  issue  is  twenty-four  inches  by  eighteen  and  a  half, 
contains  32  pages.  Ad  layouts  are  given  in  profusion 
and  striking  heads  are  furnished.  Inasmuch  as  the 
advertiser  is  supporting  their  product  by  radio,  each 
suggested  layout  carries  a  receipe  calling,  of  course,  for 
the  use  of  the  product,  but  if  the  layout  is  used  as  indi¬ 
cated,  this  ties  up  with  a  local  broadcast.  This  is 
getting  complete  service  to  the  retail  dealer  in  almost 
a  complete  manner.  Best  of  all,  the  introduction  to  the 
layouts  carries  a  scholarly  presentation  of  the  value  of 
advertising  to  the  dealer  and  the  necessity  for  his  tieing 
in  with  this  by  means  of  adequate  stocks,  display  of 
dealer  advertising  furnished,  display  of  the  product  and 
use  of  the  advertising  helps  furnished.  It  is  planned 
that  this  service  be  provided  to  those  interested  on  a 
quarterly  basis  so  that  any  changing  trends  in  mer¬ 
chandising  may  be  taken  into  account. 

I  can  name  a  half  dozen  or  more  canners  who  might 
develop  such  an  advertising  service  for  their  distribu¬ 
tors  and  retail  customers  and  help  swell  their  sales  a 
lot  by  so  doing.  Remember,  you  can  turn  the  whole 
job  of  preparation  and  issuance  of  the  booklet  over  to 
an  agency  and  never  do  anything  in  the  matter  your¬ 
selves  except  pay  the  bills  as  presented  and  they  would 
not  run  into  a  whole  lot  in  comparison  to  the  benefits 
to  be  derived.  As  more  canners  do  something  along 
the  lines  outlined,  their  sales  and  profits  will  increase. 


SECOND  FOURTEEN  WEEKS  GRANTED 

Col.  Philip  B.  Fleming,  administrator  of  the  Wage 
and  Hour  Division,  Saturday,  August  24th,  denied 
petitions  filed  by  the  American  Federation  of  Labor, 
the  Congress  of  Industrial  Organizations  and  several 
affiliated  unions  for  review  of  a  determination  to  grant 
an  additional  partial  hours  exemption  of  14  weeks  to 
fresh  fruit  and  vegetable  canners  and  packers.  The 
determination  also  makes  available  a  14-week  partial 
exemption  for  fresh  fruit  and  vegetable  warehouses. 

The  determination  becomes  final  and  the  exemption 
effective  at  once.  (See  Federal  Register,  Saturday, 
August  24,  1940.)  This  action  of  the  Administrator  has 
no  effect  on  the  regulations  that  redefine  “area  of  pro¬ 
duction,”  which  will  become  effective  October  1,  1940. 

The  hours  exemption  provided  for  by  the  Adminis¬ 
trator’s  action  will  permit  canners  of  perishable  or 
seasonable  fresh  fruits  or  vegetables  to  operate  for  12 
hours  a  day,  and  56  hours  a  week,  during  an  additional 
period  of  14  weeks  in  the  aggregate  each  year  without 
paying  overtime  pay.  This  new  exemption  does  not 
affect  the  unlimited  hours  exemption  for  14  weeks  in 
the  aggregate  each  year  that  is  available  to  canners 
under  the  wage  and  hour  law. 

The  petitions  for  review  raised  the  legal  issue  of 
whether  the  two  14-week  exemptions  to  packing  estab¬ 
lishments  and  canneries  can  run  consecutively.  In 
denying  the  petition,  the  administrator  expressed  the 
opinion  that  they  can,  as  a  matter  of  law.  He  also 
held  that  the  petitions  did  not  present  any  new  or  addi¬ 
tional  facts  warranting  a  review. 

F.  T.  C.  ISSUES  TUNA  INDUSTRY  TRADE 
PRACTICE  RULE 

Trade  practice  rules  for  the  tuna  packing  industry 
were  promulgated  August  27th  by  the  Federal  Trade 
Commission,  The  rules  are  in  the  interest  of  protecting 
the  industry,  trade  and  the  consuming  public  from  the 
harmful  effects  of  unfair  trade  practices.  The  yearly 
tuna  pack  is  estimated  at  a  value  of  $20,000,000.  The 
present  trade  practice  rules  are  an  amended  version  of 
the  original  rules  issued  by  the  commission  on  March 
22nd  of  this  year,  which  revisions  followed  hearings 
subsequent  to  the  issuance  of  the  original  rules. 

The  trade  practice  rules  on  tuna  are  divided  into  two 
groups,  the  first  of  which  has  19  rules,  the  second  has 
only  two  lettered  principles,  one  calling  on  packers  to 
keep  accurate  records  of  costs  and  the  second  that  they 
live  up  to  the  spirit  as  well  as  the  letter  of  their  con¬ 
tracts.  The  first  group  of  rules  goes  into  the  matter 
of  grading,  substitution,  misleading  labels,  fictitious 
prices  and  other  trade  problems. 

They  appear  in  full  in  the  August  27th  issue  of  the 
Federal  Register,  obtainable  from  the  Superintendent 
of  Documents,  Washington,  D.  C. 

CALENDAR  OF  EVENTS 

SEPTEMBER  11,  1940 — Public  hearing  to  amend  the  standards 
of  identity  for  tomato  catsup.  Room  3106,  South  Building, 
Department  of  Agriculture,  Washington,  D.  C. 

SEPTEMBER  16,  1940 — Public  hearing  to  amend  the  definition 
and  standards  of  identity  of  canned  peaches,  canned  apricots, 
canned  pears  and  canned  cherries,  with  respect  to  the  sugar 
syrup  used  in  the  canning  of  these  products.  Room  1039, 
South  Building,  Department  of  Agriculture,  Washington,  D.  C. 
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GRAMS  of  INTEREST 


LIPPINCOTT  TO  ADVERTISE 

Paul  A.  Roegge,  who  succeeded  his 
Micle,  William  Roegge,  who  died  several 
months  ago,  as  president  of  the  Lippin- 
(ott  Company,  has  announced  a  general 
expansion  in  advertising  and  merchandis¬ 
ing  for  the  company’s  products.  The 
I.ippincott  Company  is  one  of  the  oldest 
food  manufacturers  in  the  United  States 
and  operates  plants  at  Cincinnati  and 
Napoleon,  Ohio,  in  the  heart  of  the 
tomato  district.  At  Napoleon  the  pro¬ 
duction  includes  juice,  catsup,  chili  sauce 
and  puree,  at  Cincinnati,  apple  butter, 
mince  meat,  olives,  preserves,  jellies, 
peanut  butter  and  many  other  foods  are 
packed.  The  company  has  used  the  slo¬ 
gan  “The  Old  Home  Taste  You’ve 
Hankered  For”  for  the  past  38  years.  In 
announcing  the  expansion  in  sales  and 
advertising,  Mr.  Roegge  stated  that 
dealer  helps  and  display  materials,  news¬ 
papers  and  radio  will  be  used  in  the 
campaign.  Plans  are  now  underway  to 
redesign  many  of  the  Lippincott  labels. 
Mr.  Roegge  has  been  actively  associated 
with  the  Lippincott  Company  both  in  the 
Production  Department  and  Sales  Divi¬ 
sion  for  many  years.  While  he  serves 
as  President  he  is  also  a  member  of  the 
Board  of  Directors  together  with  Mr. 
E.  H.  Huish,  Cincinnati  Industrialist,  and 
C.  F.  Klensch,  a  banker  of  Cincinnati. 
Harry  Gough,  who  for  the  past  seven 
years  has  been  Sales  Manager  of  the 
Lippincott  Company,  has  been  elected 
Vice-President  in  Charge  of  Sales. 

BIG  HORN  EXPANDS  PRODUCTION 

The  Big  Horn  Canning  Company, 
Cowley,  Wyoming,  has  practically 
doubled  its  production  on  vegetables  this 
year.  Among  the  new  items  added  are 
carrots  and  peas,  quartered  and  diced 
carrots  and  a  new  large  variety  of  peas 
which  is  being  offered  under  the 
“Bigwig”  label. 

WISCONSIN  SWEET  CORN  QUEEN 
CHOSEN 

Miss  Betty  Stutzman,  of  Oshkosh,  has 
been  selected  by  the  judges  at  the  Wis¬ 
consin  State  Fair  to  represent  Wisconsin 
ill  the  Sweet  Corn  Festival  at  Hoopeston, 
Illinois,  September  11th  and  12th,  when 
tiie  “Sweet  Corn  Sweetheart”  will  be 
cbosen.  This  is  the  first  year  that  Wis¬ 
consin  has  entered  into  the  competition 
I  '  d  they  believe  they  have  a  winner. 

LOUDON  PROFITS  UP 

Loudon  Packing  Company,  Terre 
1  aute,  Indiana,  reports  a  net  profit  of 
■  7,010  for  the  fiscal  year  ending  June 
i  ‘,  1940,  as  compared  with  a  net  loss  of 
•5,112  for  the  preceding  year.  The 
port  covers  the  operations  of  the 
merican  Packing  Corporation  which 
•st  year  merged  with  Loudon. 


HE  CANNING  TRADE  •  September  2,  1940 


STOKELY  BREAKS  SALES  RECORD 

Stokely  Bros.  &  Company,  Indianapolis, 
set  a  new  record  for  volume  of  sales  for 
the  year  ending  May  31,  1940,  when  total 
sales  were  $20,733,988  compared  with 
$19,236,481  of  the  preceding  year. 
Because  of  the  operation  of  the  com¬ 
pany’s  wholly  owned  Honor  Brand 
Frosted  Foods  Corporation,  while  it  is 
the  second  largest  distributor  of  frosted 
foods,  is  still  in  the  experimental  stage 
and  other  increases  in  expense  due  to 
taxes.  Wage  and  Hour  Laws,  and  other 
items  beyond  the  company’s  control,  net 
income  for  the  year  just  ended  was  only 
$329,642  compared  with  $712,904  last 
year. 

OLD  LABEL  DEADLINE  WAS  JULY  1ST 

Secretary  Marvin  Verhulst  has  re¬ 
minded  his  members  that  the  six  months 
extension  to  use  up  old  labels  on  mer¬ 
chandise  in  interstate  commerce  expired 
on  July  1st,  1940,  and  that  the  new 
label  requirements  have  been  fully  effec¬ 
tive  since  that  date.  He  further  warns 
that  the  Food  and  Drug  Administration 
has  notified  one  Wisconsin  canner  that 
his  use  after  July  1st,  1940,  of  an  old 
label  not  conforming  to  the  new  require¬ 
ments,  is  in  violation  of  the  law,  and  has 
requested  him  to  show  cause  why  the 
matter  should  not  be  turned  over  to  the 
Department  of  Justice  for  prosecution. 

CANADIAN  CANNERY  BURNED 

The  plant  of  National  Canned  Foods, 
Ltd.,  at  Brantford,  Ontario,  was  destroyed 
by  fire  on  August  20th,  with  the  loss 
estimated  at  $200,000. 

STURDY  IN  BALTIMORE 

Canco’s  Mr.  Sturdy  will  visit  Balti¬ 
more  on  September  2nd,  to  address  em¬ 
ployees  of  the  C.  D.  Kenny  Company. 

CAMPBELL  APPOINTMENTS 

Fred  E.  Cunningham,  Export  Sales 
Manager  of  the  Campbell  Soup  Company, 
Camden,  N.  J.,  has  been  appointed  Secre¬ 
tary  to  succeed  William  D.  Lippincott; 
Paul  W.  Souder  has  been  made  Manager 
of  Product  Research  and  Frank  E.  Robb, 
General  Purchasing  Agent,  succeeding 
Philip  F.  Newkirk. 

PENNSYLVANIA  DAYS  OCTOBER  4-12 

Preparations  are  being  made  for  an. 
even  greater  “Pennsylvania  Days,”  than 
the  event  held  last  year  when  Pennsyl¬ 
vania  canners  took  such  an  active  part. 
The  event  will  be  held  throughout  the 
State  from  October  4th  to  12th,  and 
Pennsylvania  canners  will  again  actively 
work  with  distributors  in  this  important 
sales  event  to  sell  more  Pennsylvania 
canned  foods  to  Pennsylvanians. 


SCHOOL  LUNCHES  FROM  CANNED  FOODS 

One  of  the  latest  releases  by  National 
Canners  Association’s  Home  Economics 
Division  is  the  twelve-page  leaflet, 
“School  Lunch  Receipes  with  Canned 
Foods.”  The  menus  for  a  week’s  lunch 
are  typical  of  what  can  be  done  with 
canned  foods  and  particularly  emphasize 
that  canned  foods  may  be  kept  on  hand 
without  refrigeration;  they  are  available 
at  all  markets  and  their  nutritative  value 
is  equal  to  food  cooked  in  any  other  way. 
The  receipes  are  planned  on  the  basis  of 
25  servings,  require  minimum  equipment, 
are  inexpensive  and  easy  to  prepare  and 
call  for  the  use  of  the  entire  contents  of 
the  can  so  that  left-overs  are  avoided. 

FALL  ROUND-UP  OCTOBER  10th 

So  successful  was  Del  Monte’s  1939 
Fall  Round-Up  that  it  will  be  repeated 
again  this  year,  beginning  October  10th, 
when  an  even  more  extensive  advertising 
and  merchandising  program  will  begin 
using  color  pages  in  American  Weekly, 
This  Week  and  other  big  Sunday  news¬ 
papers,  eye-catching  bill  board  posters 
in  250  selective  markets  and  promotional 
literature  for  the  retailer.  Del  Monte 
representatives  are  already  at  work 
'pulling  for  the  success  of  the  event. 

SNIDER’S  FROZEN  FOODS 

Snider  Packing  Corporation,  Rochester, 
New  York,  is  packing  its  own  line  of 
frozen  peas,  asparagus  and  spinach  this 
year.  In  the  past  they  have  packed 
frozen  foods  for  other  interests. 


NEW  COMPANY  OPERATING 

Some  20,000  cases  of  No.  2  tomatoes 
will  be  produced  by  the  newly  formed 
Munford  Co-operative  Canning  Associa¬ 
tion,  at  Covington,  Tennessee,  this  year. 
J.  H.  Harris  is  manager  of  the  Co-opera¬ 
tive;  R.  L.  Jones,  Assistant  Manager  and 
Buyer,  and  Fred  Studard,  Processor. 

CUPID  ACTIVE 

Albert  Kok,  son  of  Dirk  C.  Kok,  promi¬ 
nent  canner  of  San  Jose,  Calif.,  was 
married  late  in  August,  to  Louise 
McChrystal.  He  is  in  business  with  his 
father.  Now  announcement  has  been 
made  of  another  engagement  in  the  Kok 
family.  Miss  Marie  Kok  having  revealed 
that  she  would  be  married  to  Jack  Sidney 
Phillips  early  in  1941. 

MARRIED 

Bernard  H.  Gamse,  of  the  Gamse 
Lithographing  Company,  Baltimore,  now 
on  his  honeymoon,  writes,  “Honeymoon¬ 
ing  is  a  little  different  from  selling  can 
labels,  but  I  love  it  too.” 


“NECESSARY  FOODS”  EXPORTS  RISE 

The  export  of  canned  salmon  for  July 
reached  11,941,000  pounds  as  against 
only  670,000  pounds  in  July  of  last  year, 
and  for  the  seven  months  ended  with 
July,  shipments  of  salmon  abroad  totaled 
33,218,000  pounds  to  20,609,000  pounds 
in  the  same  period  of  1939. 

Foreign  demand  for  American  sardines 
continues  to  run  far  ahead  of  last  year. 
Shipments  abroad  during  July  totaled 
4,632,000  pounds,  as  against  2,795,000 
pounds  in  July  of  last  year  and  for  the 
seven-month  period  they  were  46,432,000 
pounds  this  year  and  26,932,000  pounds 
last  year. 

Shipments  abroad  of  evaporated  milk 
in  July  were  19,857,000  pounds  to 
2,553,000  pounds  in  July  of  last  year;  for 
the  seven-month  period,  42,314,000  pounds 
to  15,070,000  pounds. 

There  were  sharp  drops  in  exports  of 
dried  fruits  and  canned  fruits  in  July. 
Total  dried  and  evaporated  fruits  ex¬ 
ported  for  last  month  amounted  to  only 
6,301,000  pounds,  as  against  23,390,000 
pounds  in  July  of  last  year.  For  the 
seven-month  period,  total  exports  this 
year  were  92,545,000  pounds;  for  last 
year,  181,563,000  pounds.  Total  exports 
of  canned  fruits  were  down  to  872,000 
pounds  in  July,  compared  to  16,165,000 
pounds  in  July  of  last  year.  For  the 
seven-month  period  shipments  abroad 
were  116,652,000  pounds  this  year  and 
158,236,000  pounds  last  year. 


90  PER  CENT  SHRIMP  PACK  INSPECTED 

“The  shrimp  canning  industry  of  the 
South  Atlantic  and  Gulf  States  has 
packed  most  of  its  products  under  Fed¬ 
eral  supervision  since  1935,”  says  Endre 
W.  Anderson,  fishery  marketing  special¬ 
ist  of  the  Fish  and  Wildlife  Service,  U.  S. 
Department  of  the  Interior,  in  the  cur¬ 
rent  issue  of  Fishery  Market  News. 

“Whether  or  not  the  operation  is  a 
success,”  says  Anderson,  “may  be 
answered  by  stating  that  although  the 
supervision  is  permissive  rather  than 
mandatory  over  90  per  cent  of  the  mil¬ 
lion-case  annual  pack  is  prepared  in 
federally  inspected  plants  and  carries  the 
phrase  ‘Production  Supervised  by  the 
U.  S.  Food  and  Drug  Administration.’  ” 


SNIDER  CALLS  STOCKHOLDERS  MEETING 

At  a  special  meeting  of  stockholders 
called  for  September  19th,  Snider  Pack¬ 
ing  Corporation,  will  attempt  to  limit  the 
salary  that  officers  can  receive  to  $24,000 
annually,  and  this  amount  to  be  paid  to 
not  more  than  two  officers. 


SACCESE  MOVES  UP 

A.  F.  Saggese,  formerly  secretary  of 
Flotill  Products,  Inc.,  large  packers  of 
tomatoes  and  tomato  products  at  Stock- 
ton,  Calif.,  has  been  made  vice-president 
and  general  manager  of  the  firm. 


TUPPER  HEADS  OLIVE  ASSOCIATION 

The  annual  meeting  of  the  California 
Olive  Association  was  held  at  the  Com¬ 
mercial  Club,  San  Francisco,  August 
23rd,  when  officers  were  chosen,  as  fol¬ 
lows:  President,  S.  J.  Tupper;  Vice- 
President,  O.  D.  Gifford,  and  Secretary- 
Treasurer,  Miss  Erline  Hervel.  It  was 
announced  at  the  meeting  that  seventeen 
packers  of  California  ripe  olives  had 
joined  in  a  campaign  to  advertise  this 
fruit. 

NEW  MUSHROOM  CANNERY 

J.  B.  Swain,  an  important  grower  of 
mushrooms  at  Kennetts  Square,  Pennsyl¬ 
vania,  is  building  a  cannery  to  pack 
mushrooms  and  mushroom  products. 


DISTRIBUTORS’  ACTIVITY 

LABEL  CHANCES  WORRY 

Wholesale  grocers  and  canners,  “caught 
in  the  middle”  in  the  current  controversy 
with  respect  to  corn  sugar  and  cane 
sugar  used  in  the  packing  of  canned 
fruits,  are  seriously  concerned  over  pro¬ 
posed  revision  in  standards  of  identity 
for  such  products,  according  to  Francis 
L.  Whitmarsh,  chairman  of  the  pure  food 
and  legislative  committee  of  the 
National- American  Wholesale  Grocers’ 
Association. 

The  Food  and  Drug  Administration 
will  hold  a  hearing  September  16th,  on 
this  question.  It  is  proposed  that  the 
existing  regulations  establishing  defini¬ 
tions  and  standards  of  identity  be 
amended  in  the  following'  respects: 

1.  To  prescribe  additional  optional 
liquid  packing  media  of  suitable  com¬ 
positions,  including  such  media  as  are 
prepared  with  invert  sugar  syrup  or  corn 
syrup,  singly  or  in  combination  with 
other  saccharine  substances. 

2.  To  revise  the  specifications  of  com¬ 
position  prescribed  by  such  regulations 
for  optional  liquid  packing  media,  includ¬ 
ing  deletion  of  the  requirements  that  such 
media  prepared  with  refined  sugar 
(sucrose)  and  refined  corn  sugar  (dex¬ 
trose)  be  adjusted  to  refined  sugar 
(sucrose)  equivalents. 

3.  To  designate  optional  liquid  pack¬ 
ing  media,  prescribed  by  such  regulations 
and  an  amendpient  thereto,  which  shall 
be  named  on  the  label. 

“This  public  hearing,”  says  Mr.  Whit¬ 
marsh,  “is  of  vital  importance  to  the 
wholesale  grocer  and  his  labels.  Shortly 
after  the  promulgation  of  the  standards 
of  identity  for  peaches,  apricots,  cher¬ 
ries  and  pears  in  December,  1939- 
January,  1940,  wholesale  grocers  began 
revision  of  their  labels  to  meet  the  new 
standards.  Now,  after  wholesalers  have 
revised  their  labels,  the  standards  are  to 
be  amended. 

“Two  phases  of  these  proposed  amend¬ 
ments  are  of  vital  interest  to  wholesalers 
who  sell  under  their  own  labels.  First: 


What  will  be  the  recommendations  for 
new  standards  of  identity?  Will  there  bt 
any  recommendations  that  the  kinds  of 
sugar  used  be  declared  on  the  label 
Second:  If  changes  are  to  be  made  in  the 
labeling  requirements,  how  much  time 
will  be  allowed  wholesale  distributors  tc 
revise  their  labels,  bearing  in  mind  that 
they  have  now  purchased  new  stocks  of 
labels  and  materials  based  on  the  stan¬ 
dards  of  December,  1939-January,  1940? 

“The  principal  point  to  be  borne  in 
mind  in  connection  with  the  proposed 
amendment  of  these  standards  is  that 
NAWGA  has  taken  no  part  in  the  sugar 
controversy  and  intends  to  remain  neu¬ 
tral  in  that  fight.  However,  when  whole¬ 
sale  distributors,  as  a  result  of  the  sugar 
controversy,  are  required  to  make 
changes  in  labels  which  only  recently 
were  revised,  NAWGA  in  their  behalf 
must  urge  that  sufficient  time  be  allowed 
to  dispose  of  merchandise  on  hand  and 
labels  that  have  been  ordered  in  good 
faith  to  meet  the  December,  1939- 
January,  1940,  standards.” 

EXPORTS  STILL  GAINING 

Wholesale  distributors  who  have 
adopted  curtailed  inventory  policies  on 
canned  foods  in  anticipation  of  a  “back¬ 
ing  up”  of  supplies  which  normally  move 
into  export  channels  must  revise  their 
figuring,  insofar  as  some  of  the  important 
canned  foods  items  are  concerned. 

Export  data  covering  July  shipments, 
released  by  the  Bureau  of  Foreign  and 
Domestic  Commerce  during  the  week, 
indicated  that  Great  Britain  is  still  an 
important  factor  in  American  food  buy¬ 
ing.  Outstanding  among  the  items  con¬ 
tributing  to  increased  food  export  totals 
for  July  were  canned  milk,  canned 
salmon,  canned  sardines,  and  canned 
baked  beans. 

England  took  9,250,000  pounds  of  the 
total  July  canned  milk  exports  of  19,- 
857,000  pounds,  whereas  none  of  the 
5,745,000  pounds  of  this  product  exported 
in  the  previous  month  had  gone  to  that 
country. 

Practically  all  of  July’s  exports  of 
11,941,000  pounds  of  canned  salmon  went 
to  the  British  market  and  more  than  75 
per  cent  of  the  4,632,000  pounds  of  can¬ 
ned  sardines  and  about  90  per  cent  of 
the  1,114,000  pounds  of  canned  baked 
beans  exported  in  July  also  went  tc 
England. 

Data  on  current  commitments  on  food? 
for  shipment  to  the  United  Kingdom  art 
lacking.  Nevertheless,  trade  report- 
have  it  that  considerable  quantities  ol 
American  food  products  are  on  order  foi 
shipment  to  that  country,  and  that  botl 
England  and  Canada  may  be  countet 
upon  to  continue  in  the  United  State 
market  as  buyers  of  foods  for  exports 
The  current  effort  on  the  part  of  Ger 
many  to  tighten  its  air  and  underwate’ 
blockade  of  the  British  Isles,  it  it 
believed,  has  been  a  factor  in  stimulating 
British  buying  of  American  foo< 
products. 
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Equipment  of  the  Highest  Quality  for 
Packers  of 


TOMATO  JUICE 


In  Ihe  tomato  juice  industry,  Chisholm-Ryder  equipment  is 
outstanding  because  of  its  excellent  construction  and  exclusive 
features — because  it  offers  packers  new  and  better  ways  of 
securing  quality  production  at  lower  costs.  No  matter  what 
your  requirements  may  be,  see  CRCO  first  for  dependable 
juice  equipment. 


EXTRACTORS 


/VeoA 

The  Double  “S”  W,  G.  Corn  .  .  . 

CLEANER  and  WASHER 

Three  machines  in  one-doing  a  better 
job  than  you  ever  dreamed  could  be 
done 

Let  us  tell  you  about  it 

THE  SINCLflIR-SCOTT  COMPANY 

BALTIMOBE,  MARYLAND 


CRCO  Extractors  operate  by  pressure  only,  efimin- 
ating  whipping,  beating  and  paddling.  This  re¬ 
duces  operations  to  a  minimum  and  gives  the  great¬ 
est  possible  capacity  oF  juice.  Available  in  sizes 
to  meet  all  needs. 


CHOPPER  PUMPS 


CRCO  Chopper  Pumps  for  tomato  juice  lines  offer  a  more 
sanitary,  faster  and  less  expensive  method  of  chopping  and 
moving  products.  CRCO  Chopper  Pumps  are  available  in 
two  popular  sizes.  Send  for  bulletin. 


PASTEURIZERS 


CRCO  Steam  Heaters  and  Pasteurizers 
employ  steam  in  a  vacuum  to  remove 
any  danger  of  liquid:  burning  on. 
Vacuum  and  thermostatic  controls 
automatically  provide  for  any  change 
in  volume  Get  the  bulletin. 


CRCO  Case  Stackers  on  the  loading  platform  or  in 
the  warehouse  offer  a  quick,  easy  and  econo.mical 
method  of  stacking  or  unstacking  crates,  cartons, 
bags,  etc.,  or  as  a  loading  conveyor  For  loading  and 
unloading  trucks.  Simple  in  construction,  durable 
in  operation. 


Uhisholm-Ryder  Co 


NIAGARA  FALLS.  N.  Y.  CHICAGO.  ILL.  SEATTLE.  WASH. 

COLUMBUS.  WIS.  JAS.  Q.  LEAVITT  ft  CO..  OGDEN.  UTAH 
A.  K.  ROBINS  ft  CO..  Inc..  BALTIMORE.  MD. 

V-.  D.  CHISHOLM.  NIAGARA  FALLS.  CANADA 


PLEASE  SEND 
r~l  Details  of  Juice  Equipment 
I  I  General  Catalog  No.  31 
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THE  CONDITION  OF  CROPS 

A»  Reported  hy  CANNERS 


CORN 

While  the  drought  in  all  of  the  princi¬ 
pal  corn  canning  states  has  been  gener¬ 
ally  relieved,  however,  reports  of  yields 
in  Idaho,  Illinois,  Indiana,  Iowa,  Mary¬ 
land,  Montana,  Nebraska,  Ohio,  Utah 
and  Wyoming  indicate  packs  running 
from  35  to  65  per  cent  of  normal.  Other 
corn  canning  states  report  packs  ranging 
from  65  to  95  per  cent  of  normal. 

FLAT  ROCK,  IND.,  Aug.  23 — Yellow  Corn 
yielding  %  ton  per  acre.  Recent  rains 
have  helped  late  White  Corn,  but  expect 
less  than  a  ton  per  acre. 

MILROY,  IND.,  Aug.  23 — Not  more  than 
25  per  cent  yield  on  Country  Gentlemen 
acreage. 

PLYMOUTH,  IND.,  Aug.  23 — Quite  a  bit 
of  early  corn  acreage  abandoned.  Yield 
running  less  than  one  ton  per  acre.  45 
per  cent  prospect  on  late  corn  at  this 
time. 

ROCHESTER,  IND.,  Aug.  23 — Bantam 
running  25  cases  per  acre  compared  to 
60  cases  to  the  acre  last  year  due  prin¬ 
cipally  to  the  majority  of  acreage  being 
on  low  ground.  Recent  rain  helped 
Country  Gentlemen  but  crop  was  dam¬ 
aged  earlier.  Expect  30  to  40  cases  per 
acre  from  this  crop. 

SHELBYVILLE,  IND.,  Aug.  23 — Golden 
Bantam  pack  finished  with  an  average 
yield  of  1%  tons  per  acre.  Expect  50 
per  cent  on  White  Corn  acreage. 

GORHAM,  ME.,  Aug.  23 — Crop  very  late, 
has  suffered  considerably  from  dry  wea¬ 
ther.  Estimated  yield  not  over  60  per 
cent  barring  frost  damages. 

ABEatDEEN,  MD.,  Aug.  27  — ,  Acreage 
larger.  Early  crop  very  poor,  packed 
9,502  cases  from  271  acres.  Later  crop 
looks  much  better,  but  will  lose  some  late 
acreage  unless  we  have  favorable  late 
fall. 

SPRINGVILLE,  UTAH,  Aug.  23 — Lack  of 
water  and  the  presence  of  worms  and 
other  pests.  We  expect  only  about  70 
per  cent  of  a  normal  yield. 

REEDSBURG,  wis.,  Aug.  27 — Com  100 
per  cent.  Average  yield  golden  60  cases 
whole  kernel  per  acre.  Very  good  quality. 

TOMATOES 

MILROY,  IND.,  Aug.  23 — Have  had  but 
three  small  runs  of  tomatoes  to  date. 

PORTLAND,  IND.,  Aug.  23 — Are  making 
but  two  pickings  on  early  tomatoes. 
Rain  has  helped  late  tomatoes  but  believe 
they  will  be  extremely  late  as  heat 
blasted  early  blossoms. 


BERLIN,  MD.,  Aug.  27 — Prospects  for 
largest  yield  per  acre  ever  recorded  in 
Worcester  County.  Acreage  about  6  per 
cent  more  than  1939. 

POINT  LOOKOUT,  MO.,  Aug.  24 — The 
rains  and  the  cool  weather  have  greatly 
improved  the  prospects  for  a  tomato 
crop.  We  are  now  canning  at  full  capa¬ 
city  tomatoes  that  are  considered  the  best 
that  have  been  raised  in  the  Ozarks  for 
many  years.  The  crop  is  very  short  in 
acreage  compared  with  last  year,  due  to 
the  fact  that  we  had  an  early  drought. 

WEBSTBIR,  N.  Y.,  Aug.  23 — Vines  seem  to 
have  somewhat  lighter  set  of  fruit  than 
usual — quite  a  bit  of  blossom  end  rot 
at  present.  Some  blight  is  apparent. 
Would  estimate  60  to  70  per  cent  of  crop. 

LITTLESTOWN,  PA.,  Aug.  28  —  Pack 
tomatoes  only.  Normal  acreage  planted. 
Have  a  fair  stand  of  vines  on  fields. 
Some  are  good  and  some  not  so  good. 
Prospects  are  for  a  75  per  cent  pack. 

HUNGERFORD,  PA.,  Aug.  28 — Thought  we 
had  finest  tomato  fields  in  the  country, 
but  now  ripening  is  so  slow  and  condi¬ 
tions  so  wet,  that  stock  is  poor.  Yield 
being  cut  daily.  Last  year  we  started 
canning  August  10th,  and  ran  every  day. 
This  year  started  August  8th,  and  have 
only  run  four  days.  The  pack  is  not  yet 
in  the  cans. 

MIDWAY,  TENN.,  Aug.  22 — Acreage 
about  the  same  as  last  year.  At  bed 
sowing  time  it  was  very  dry  and  some 
got  bad  beds.  Some  failed  in  getting  all 
their  acreage  set.  For  the  last  three 
weeks  we  have  had  too  much  rain,  about 
50  per  cent  of  tomatoes  are  rotting.  It  is 
still  raining,  entirely  too  much.  If  rain 
don’t  soon  slack  up  a  bit,  won’t  get 
much  of  a  pack  this  season. 

SPRINGVILLE,  UTAH,  Aug.  23 — Owing  to 
hot  dry  weather,  lack  of  irrigation  water, 
and  the  presence  of  curley  leaf  and  wilt, 
the  crop  will  not  be  more  than  60  per 
cent  of  normal. 

BEDFORD,  VA.,  Aug.  26 — This  report  in¬ 
cludes  the  counties  of  Campbell,  Bedford, 
Roanoke,  Franklin,  Botetourt  and  Mont¬ 
gomery  in  the  State  of  Virginia,  in  what 
is  known  as  the  Piedmont  Section.  The 
rain  of  about  ten  days  ago  which  I  might 
say  was  a  flood  of  four  days  duration, 
amounting  to  about  eight  inches  of  rain¬ 
fall,  damaged  the  tomato  crop  in  this 
section  50  per  cent  and  probably  more. 

BEANS 

OSCEOLA,  ARK.,  Aug.  22 — Lima:  We  are 
harvesting  and  packing  at  the  present 
time  and  will  finish  up  in  about  ten  days. 
The  yield  has  been  about  fifty  per  cent 
below  our  earlier  expectations. 


PARAGOULD,  ARK.,  Aug.  28 — TJhis  report 
does  not  apply  to  the  Ozark  region  which 
is  some  200  miles  north  and  west  of  this 
district.  There  are  only  three  commercial 
canneries  in  Northeast  Arkansas.  As 
far  as  we  know,  this  is  the  only  plant  in 
this  part  of  Arkansas  which  has  made 
plans  for  a  fall  bean  pack,  and  conditions 
to  date  have  been  very  favorable  for  a 
pack  of  unusual  quality.  We  have  made 
provisions  to  ship  most  of  pregraded 
sieve  five  beans  on  the  fresh  market  as 
we  have  been  unable  to  make  any  money 
on  standards  this  season,  but  are  behind 
on  our  orders  for  the  better  grades,  both 
cut  and  wholes.  Moisture  and  soil  con¬ 
ditions  are  also  favorable  at  this  time 
for  the  planting  of  spinach  and  greens, 
but  it  is  much  too  early  for  any  pre¬ 
diction  as  to  the  outcome  of  these  crops 
as  they  are  always  rather  risky  for  the 
fall  season. 

BERLIN,  MD.,  Aug.  27 — Lima:  Weather 
conditions  have  been  unfavorable  for 
early  crop.  Late  crop  prospects  are 
normal. 

EAST  JORDAN,  MICH.,  Aug.  26 — Green 
Wax:  Due  to  cold  weather  past  week, 
pack  is  at  standstill.  Prospects  are  for 
a  lighter  pack  of  wax  and  about  same 
pack  of  green  as  a  year  ago,  unless  we 
get  frost  now.  Demand  is  good  due  to 
lateness  of  pack  and  we  believe  lighter 
pack  of  both  in  Michigan  this  year. 

HUNGERFORD,  PA.,  Aug.  28 — Late  pack 
progressing  slowly  until  recent  rainy 
period,  now  growing  fast  but  blossoms 
cannot  set  in  rain.  Much  rusting  of 
beans  on  vines.  Too  wet  to  pick.  Early 
beans  suffered  from  drought,  now  late 
crop  suffering  from  too  much  rain.  We 
cannot  have  but  40  per  cent  of  estimated 
pack. 

SPRINGVILLE,  UTAH,  Aug.  23 — Green 
String:  Lack  of  water  and  hot  weather 
will  cut  the  yield  to  40  per  cent  of  normal. 

OTHER  CROPS 

WEBSTER,  N.  Y.,  Aug.  23  —  Apples: 
Lighter  crop  in  prospect  this  year,  not 
over  60  per  cent  of  last  year. 

EAST  JORDAN,  MICH.,  Aug.  26 — Beets 
and  Carrots:  Crop  prospects  normal  so 
far.  Pack  begins  October  1st.  Acreage 
about  same  as  last  year. 

LANSING,  MICH.,  Aug.  28 — Cherries: 
crop  not  as  good  as  last  year,  will  run 
probably  about  60  per  cent  of  last  year’s 
crop. 

WEBSTER,  N.  Y.,  Aug.  23 — Cabbage: 
Prospective  yield  85  per  cent.  Need 
rain  shortly.  Acreage  looking  good. 

OSCEOLA,  ARK.,  Aug.  22 — Crowder  Peas: 
Harvesting  and  packing  at  the  present 
time  and  will  finish  up  in  about  ten  days. 
Yield  about  50  per  cent  below  earlier 
expectations. 
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FLEXIBLE  STEEL  CONVEYOR  BELTING 

GIVES  LONGER  AND 
MORE  EFFICIENT  SERVICE 

*  AT  LOWER  COST 


LOOK 

FOR 

IMPRINT  mV 


‘LA  PORTE  i, . 

IN  METAL  V 
TO  BE  ^ 
SURE  IT’S  A  ^ 


You  can  increase  your  production, 
reduce  maintenance  and  replacement 
costs  and  get  years  of  trouble-free 
service  from  this  Sanitary  Flexible 
Steel  Conveyor  Belting  that  is  stand¬ 
ard  equipment  in  many  of  America’s 
foremost  Food  Industries. 

It  will  not  stretch  —  will  not  deterior¬ 
ate  while  not  in  use  —  will  not  creep, 
weave  nor  jump  and,  more  than  this, 
it  is  heat,  acid  and  corrosion  proof. 
Thousands  of  feet  are  now  in  usecon- 
veyingfruit,  vegetables,  fish,  meat  and 
other  products  on  grading,  sorting, 
peeling  and  packing  tables,  also  in 
scalders.  washers,  cookers,  exhaust¬ 
ers,  elvators,  etc.  Its  perfectly  flat 
surface  is  ideal  for  conveying  bottles, 
cans  or  other  containers  empty  or 
filled. 

Ask  your  Mill  Supply  House  for  La 
Porte  Conveyor  Belting  in  Monel 
Metal  or  Galvanized  Steel  —  Available 
any  length  and  practically  any  width 
—  or  write  to 


The  LA  PORTE  MAT  &  MFC.  CO. 


BOX  124 


LA  PORTE.  INDIANA 


to  meet  your  trade  requirements 


Pi  edmont  labelCom  panv 

INCORPORATED 

DESIGNERS  '  '  LITHOGRAPHERS 


BEDFORD 


VI  RC  I  N  lA 


ROBINS  HORIZONTAL  RrORT 

Equipped  for  cooling  under  pressure 

Any  diameter  or  length.  Equipped 
with  various  types  of  square  or  round 
crates  for  loading  truck  from  track  or 
loading  by  means  of  special  truck. 

Write  for  particulars. 

General  catalog  upon  request. 


A.  K.  ROBINS  &  CO.,  INC., 

Manufactures  of  Canning  Machinery 

BALTIMORE,  •  MARYLAND 


Prompt  shipment  of  com¬ 
plete  line  of  lap  pastes, 
pick-up  gums  and  cements, 
case  sealing  glue. 

A.  K.  ROBINS  &  CO.,  Inc. 

Baltimore 

Serving  the  Eastern  Shore 

Oilier  warehouse  stocks  conveniently  located  in 
all  canning  areas. 

DEWEY  &  AEMY  CHEMICAL  CO. 
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^-TTRACTIVELY  cOLORE^ 
Orufmal  Creatiend 
OurSpeciaUu 


CHICAGO, ILL. 


jBk  TOMATO  ^n^ITRUS 

JUICE  FILLER 

^^IjjlllllHlM  Tomato  Pulp  and  Puree,  Clear  Soups'etc. 

^  ^  vent  stems  to  damage  fruit.  Designed  for  high 

speed.  Belt  drive  or  direct  connected.  Fills  absolutely 
accurate.  No  Can  No  Fill.  Rapid  Vedve.  Built  in  three 
sizes :  Eight  Valve,  Twelve  Valve  and  Sixteen  Valve. 

AVARS  IVEACHINE  CO.,  Salem,  New  Jersey 


Is  Your  Pack 
Fully  Insured 
Against  Loss? 

The  "Automatic"  policy  is  a  most 
convenient,  practical  and  eco¬ 
nomical  form  of  coverage. 

CAHNERS  EXCHANGE  SUBSCRIBERS 

at 

WARNER  INTER -INSURANCE  BUREAU 

LANSING  B.  WARNER,  Incorporated 

540  N.  Michigan  Ave.,  CHICAGO 

Tel.  Superior  7700 
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THE  CANNED  FOODS 


WEEKLY  REVIEW 

fictail  Buying  Crowing  Steadily — Govern¬ 
ment  Marketing — Propagandizing  Canned 
Tomatoes?  —  The  Weather  Changes  the 
Whole  Picture — How  the  Damage  Happens 
— How  Canners  Cet  Caught. 

THE  MARKET — Retail  buying  of 
every  kind  continues  to  show  a 
mounting  gain  each  month  over 
previous  years,  evidence  that  the 
increased  wage  monies  are  being 
spent,  and  canned  foods  are  feeling 
their  full  share  of  this.  It  is  gen¬ 
erally  said  that  orders  are  small 
but  continuous,  as  the  big  buyers 
profess  a  lack  of  confidence  in  the 
future.  But  all  hands  admit  that 
prices  are  hardening  on  most  can¬ 
ned  items,  and  the  very  unfavor¬ 
able  weather  right  at  this  time  of 
harvest  for  canning  crops,  has 
made  even  the  most  timid  see  possi¬ 
bilities  of  shortened  packs  and 
advancing  prices.  The  Government 
is  in  the  market  with  actual  buying, 
mostly  of  10s,  and  has  put  out  bids 
for  large  blocks  of  goods.  For 
instance,  the  Navy  will  open  bids 
on  September  13th,  for  750,000 
cases  of  canned  corn ;  for 
2,000,000  pounds  of  fancy  cut  or 
quartered  beets,  and  other  vege¬ 
tables  in  proportion,  and  this  is 
just  a  beginning.  Invitations  for 
the  above  bid  (No.  2605)  may  be 
obtained  from  the  Navy  Depart¬ 
ment,  Bureau  of  Supplies  and  Ac- 
'-•ounts,  Washington,  D.  C.  The 
V'^eterans  Administration  are  in  the 
market  for  5,000  to  6,000  dozen  No. 
10  lima  beans,  just  to  mention  some 
'f  the  marketing  the  Government 
s  now  busy  upon. 

Prices  are  firming  up  all  along 
le  line  and  canners  should  take 
is  fact  into  consideration.  Can¬ 
ed  tomatoes  and  some  fruits  are 
ue  only  exceptions  to  better  and 
rmer  market  prices  and  condi- 
ons,  and  it  strikes  us  that  there 
some  obnoxious  propaganda  be- 
ig  used  on  the  canned  tomato 
tuation  to  stampede  the  canners. 
uside,  reliable,  information  tells 
s  that  serious  inroads  have  been 


made  on  canned  tomato  prices. 
Experienced  market  students  know 
that  when  a  green  reporter  for  a 
daily  paper  happens  to  see  a  dozen 
or  so  loads  of  tomatoes,  or  any 
other  product,  going  to  a  cannery, 
he  can  see  the  moon  painted  red 
with  tomatoes  or  what  have  you. 
That  has  happened  so  often  in  re¬ 
gard  to  tomatoes,  especially  on  the 
’Shore  this  season,  that  it  looks  like 
it  had  been  planned  with  a  deliber¬ 
ate  purpose.  It  most  certainly  has 
attained  its  objective,  to  the  loss 
and  sorrow  of  the  canners.  And  it 
is  a  travesty  on  truth,  for  of  all  food 
crops  reported  by  the  U.  S.  Agri¬ 
cultural  Marketing  Service,  the 
tomato  crop  is  the  only  crop  below 
last  year’s  7  per  cent.  Those  are 
the  latest  official  figures,  but  they 
apply  to  the  condition  on  August 
15th,  and  since  then  that  crop  has 
gone  back  rapidly  everywhere. 

All  this  week  we  have  had  heavy 
rains,  and  foggy,  drizzly  weather, 
with  unusual  cold,  so  that  the  fruit 
on  the  vines  has  rotted,  because  it 
has  been  impossble  to  get  into  the 
fields.  And  those  conditions  ex¬ 
tend  over  the  whole  canning  tomato 
region,  with  the  possible  exception 
of  the  West  Coast.  Some  sections 
of  the  Middle  West  have  been 
drowned  out  with  four  days  of 
steady,  heavy  rains  and  cold,  play¬ 
ing  havoc  with  the  corn  crop,  but 
hurting  badly,  also,  the  tomato  and 
the  green  bean  crops.  Regions 
which  earlier  were  crying  for  rain 
are  now  crying  to  have  the  rains 
stop,  and  save  the  crops,  because 
crops  are  ready  and  they  must  be 
taken  when  ready  or  they  are  lost. 
As  canners,  we  do  not  have  to  ex¬ 
plain  that  to  you,  but  a  lot  of  buy¬ 
ers,  and  more  brokers,  should 
understand  that  a  visitation  of  such 
weather  as  the  entire  canning 
crops  regions  have  had  for  more 
than  a  week  is  the  very  worst  thing 
that  could  happen,  so  far  as  cur¬ 
tailing  the  packs  may  be  concerned. 
The  crops  cannot  be  harvested  be¬ 
cause  the  fields  are  quagmires  of 
mud,  and  the  tomatoes,  for 
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instance,  laying  in  the  water,  rot 
and  are  ruined.  The  corn,  which 
was  just  ready  for  the  harvest,  has 
to  be  left  on  the  stalk,  again 
because  the  picking  crews  cannot 
get  into  the  fields.  And  the  cold 
which  accompanied  the  rains  pre¬ 
vents  the  usual  drying  out  of  the 
ground  which  warmer  weather 
would  have  permitted.  That  is 
A,  B,  C  to  you  canners,  but  we  state 
it  here  because  it  is  a  very  impor¬ 
tant  market  feature,  and  which 
will,  without  the  shadow  of  a  doubt, 
cut  the  year’s  output  of  canned 
vegetables  very  materially.  The 
completely  changed  weather  condi¬ 
tion  throws  into  the  discard  all 
earlier  crop  information  or  predic¬ 
tions. 

Here  is  a  definite  example.  A 
well-known  Wisconsin  canner,  who 
was  making  a  special  drive  to  put 
out  a  very  fine  article  this  year, 
wrote  us  on  August  26th,  as 
follows : 

“This  is  Monday  morning — it  is 
dark  and  gloomy  and  raining.  It 
has  been  raining  like  this  for  48 
hours.  It  is  just  going  to  be  im¬ 
possible  to  get  into  our  fields  and 
harvest  our  corn,  and  it  is  all  ready 
to  go.  We  have  about  40  per  cent 
of  our  corn  harvested,  60  per  cent 
is  still  in  the  field,  and  what  suc¬ 
cess  we  will  have  in  harvesting  the 
balance  of  this  corn  is  rather  prob¬ 
lematical.  Frankly,  it  gives  us  a 
great  deal  of  concern,  especially  in 
view  of  the  fact  that  we  have  this 
beautiful  crop  in  the  field  and  I  am 
afraid  that  unless  we  get  at  it,  and 
promptly  so,  we  will  be  denied  the 
opportunity  of  continuing  to  pack 
a  quality  item,  and  the  best  per¬ 
haps  we  can  get  out  of  it  will  be 
Extra  Standard.”  And  the  writer 
goes  on  to  point  out  that  other  corn 
canners,  not  only  in  Wisconsin 
which  is  coming  rapidly  to  the  fore 
as  a  fine  corn  canning  State,  but 
other  mid- Western  corn  canning 
States  are  in  a  similar  fix.  In  fact, 
many  canners  had  only  just  begun 
to  pack  when  this  stoppage  hit 
them.  This  will  give  you  doubters 
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a  definite  picture  of  what  this  week, 
and  more,  of  killing  weather  has 
done.  And  when  you  add  to  this 
that  northern  Wisconsin,  Michigan, 
New  York  State,  and  Maine  have 
been  visited  by  frost,  if  the  reports 
may  be  credited,  the  possibilities  of 
the  outcome  can  be  seen.  Again 
we  add:  read  the  Crop  Reports  in 
this  issue. 

As  one  such  report,  from  a  very 
well-known  and  careful  canner  in 
Pennsylvania  says,  “the  crops  are 
not  yet  in  the  cans.” 

No  man  can  afford  to  predict  the 
outcome  of  a  tomato  crop,  but  at 
least,  up  to  date,  there  has  been 
nothing  that  warrants  the  claim 
that  this  Tri-State  region  has  a 
whopping  big  tomato  crop.  Oh, 
yes,  a  canner  or  two,  or  a  small 
region  in  this  locality  may  be  so 
blessed,  but  the  best  evidence  that 
there  is  nothing  like  a  glut,  as  yet, 
is  the  daily  report  of  farm  product 
prices  published  in  the  daily  papers 
by  the  U.  S.  Marketing  Service. 
Wednesday’s  quotations  read:  (at 
Baltimore’s  wholesale  market) 
“Canner’s  stock  (tomatoes)  per 
bushel,  371/2  to  421/2  cents.”  Thurs¬ 
day’s  was  the  same,  and  so  it  re¬ 
mains.  That  is  the  equivalent  of 
25  cents  per  %  basket,  or  higher, 
and  that  is  a  long  ways  from  10 
cents  per  basket,  as  the  propagan¬ 
dists  put  it. 

We  have  given  special  attention 
to  canned  tomatoes  because  that 
item  is  weighing  down  the  whole 
market  with  its  too  low  prices. 
Other  goods  are  doing  very  nicely, 
both  as  to  demand  and  shipment, 
and  also  as  to  prices. 

That  wholesale  market  above 
mentioned  could  tell  some  interest¬ 
ing  tales.  For  instance,  when 
green  bean  canning  began  in  this 
section,  prices  on  them  in  the 
wholesale  market  ran  off  rapidly. 
Canners  made  contracts  for  future 
delivery  of  canned  cut  beans  upon 
the  basis  of  these  60  cents  per 
bushel  beans.  That  crop,  despite 
the  stubborn  canned  stringless 
bean  market  which  refuses  to  ad¬ 
vance  to  its  proper  level,  has  never 
been  good,  and  so  prices  jumped, 
just  about  as  the  ink  was  drying 
on  those  future  contracts.  Since 
then  one  grower  is  reported  to  have 
delivered  1,000  bushels  each  day 


for  a  week  or  more,  at  $2.50  per 
bushel!  Nice  money  for  the 
grower,  but  how  about  the  canner, 
or  canners? 

PRICES  —  The  Wisconsin  canner 
above  quoted,  writing  us  later 
(August  28th)  reports  the  best 
August  business  on  peas,  corn  and 
his  other  products,  in  his  experi¬ 
ence,  after  a  record  July  business. 
He  sold,  this  week,  an  appreciable 
block  of  fancy  whole  kernel  corn  at 
95  cents,  and  would  definitely  turn 
down  all  offers  at  90  cents.  In  fact, 
he  says,  the  boys  are  talking  of  $1. 

On  canned  peas  he  quotes  today’s 
prices,  Wisconsin,  as  follows : 

No.  1-sieve,  $1.35;  2-sieve,  $1.30; 
fancy  3-sieve,  $1.10;  extra  stan¬ 
dard  3-sieve,  95  cents;  standard  4- 
sieve,  10s,  $4.00;  extra  standard 
3-sieve  Alaska  10s,  $4.75,  and  fancy 
5-sieve  sweets  at  $1.00,  but  adds 
that  these  latter  are  very  short  in 
supply,  and  that  he  is  all  sold  out 
on  them. 

There  are  some  real  prices  for 
you.  Let’s  have  other  reports. 

NEW  YORK  MARKET 

Many  items  Advancing — Even  Ending  of 
War  Would  Not  Affect  Canned  Foods  Prices 
— Tomato  Canners  Being  Stampeded — Fish 
Canners  Not  Eager  Sellers — Citrus  Packs 
Cleaning-Up. 

By  “New  York  Stater” 

New  York,  August  30,  1940. 

THE  SITUATION  —  Increased 
strength  in  a  number  of  canned 
foods  items  is  evident  this  week, 
and  it  is  clear  that  many  buyers 
have  definitely  “missed  the  boat” 
again  this  season.  With  the  statis¬ 
tical  position  of  the  corn  market 
exceptionally  favorable,  prices  are 
working  higher.  Formal  salmon 
prices  are  firm,  stringless  beans  are 
looking  up,  higher  imported  tuna 
prices  have  been  named,  and  can¬ 
ned  vegetables  generally  reflect 
recent  weather  developments  which 
have  cut  sharply  into  expected 
pack  totals.  The  canned  tomato 
market  continues  under  pressure, 
with  many  canners  unduly  influ¬ 
enced  by  “glut”  talk  and  apparently 
failing  to  look  around  them  and 
check  the  generally  firmer  canned 
foods  position  before  being  stam¬ 


peded  into  naming  ridiculously  low 
prices. 

THE  OUTLOOK — Barring  a  sudden 
end  of  the  war  in  Europe,  prospects 
appear  decidedly  constructive  from 
the  standpoint  of  canned  food 
prices.  Even  the  termination  of 
the  war  would  not  mean  any  real 
setback  for  canned  foods,  save  the 
sympathetic  reaction  which  might 
accompany  a  break  in  other  com¬ 
modity  markets.  Domestic  buying 
power  is  on  the  increase,  which 
indicates  a  well  sustained  demand 
for  canned  foods.  No.  lO’s  parti¬ 
cularly,  of  both  fruits  and 
vegetables  should  prove  valuable 
property  as  government  agencies 
undoubtedly  will  sharply  increase 
their  buying  of  gallons  as  the 
rearmament  program  progresses 
and  the  armed  forces  continue  their 
expansion. 

CORN — With  stocks  on  hand 
August  1,  shown  to  be  substantially 
smaller  than  those  of  a  year  ago, 
and  with  the  crop  outlook  for  can¬ 
ning  corn  this  year  distinctly  un¬ 
favorable  in  many  areas,  packers 
are  strengthening  their  price  views. 
A  little  standard  crushed  southern 
evergreen  is  still  to  be  had  at  55 
cents  for  303s  and  60  cents  for  2s, 
but  most  sellers’  views  are  over 
these  levels.  Extra  standard 
crushed  is  quoted  at  60  to  621/2 
cents  for  303s,  65  to  70  cents  for  2s, 
and  $4.00  and  upwards  for  10s  at 
the  cannery.  Fancy  crushed  golden 
bantam  is  quoted  at  70  to  75  cents 
for  303s,  80  to  85  cents  for  2s,  and 
$4.25  to  $4.50  for  10s,  f.  o.  b. 
southern  canneries,  with  fancy 
whole  grain  bantam  at  721/2  to  75 
cents  for  303s,  85  to  90  cents  for  2s, 
and  $5.00  to  $5.25  for  10s. 
Advances  of  25  to  50  cents  per 
dozen  on  the  general  list  of  No.  10 
corn  are  looked  for  by  many  in  the 
trade. 

TOMATOES  —  The  situation  has 
failed  to  disclose  any  appreciable 
change  this  week.  The  market  is 
still  easy,  with  some  rather  low 
prices  on  prompt  shipment  goods. 
However,  a  fair  market  would 
place  Is  at  371/2  cents  minimum,  2s 
at  55  cents,  21,4s  at  75  cents,  and 
10s  at  $2.30  and  upwards,  f.  o.  b. 
canneries  for  full  standard  quality. 
Extra  standard  2s  should  bring  65 
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cents,  cannery,  21/2S,  85  cents,  and 
10s,  $2.75,  although  prices  under 
these  figures  are  circulating  in  the 
trade  this  week. 

BEANS — Buyers  are  covering  on 
their  requirements  for  stringless 
beans  and  the  market  is  firming  up 
as  the  supply  of  the  canned  product 
turns  out  considerably  below 
earlier  estimates.  For  prompt 
shipment,  the  market  is  generally 
60  to  65  cents  on  standard  cut 
green  2s,  85  to  90  cents  on  2i/4s, 
and  $3.15  and  up  on  10s,  with  extra 
standards  at  70  cents  on  2s,  90 
cents  on  2i/4s,  and  $3.40  to  $3.50  on 
10s.  Standard  cut  wax  hold  at 
621/2  to  65  cents  for  2s,  and  $3.25 
and  up  for  10s,  f.  o.  b.  canneries. 

LIMAS— Some  prompt  shipment 
buying  of  new  pack  lima  beans  is 
reported  in  a  small  way  this  week. 
Southern  packers  are  firm  at  85 
cents  for  fancy  tiny  Is,  with  2s  at 
$1.25  and  10s  at  $6.50  to  $6.75, 
while  small  beans  are  held  at  80 
cents  for  Is,  $1.15  for  2s,  and  $5.75 
to  $6.00  for  10s.  Standard  fresh 
white  are  listed  at  60  cents  and  up 
on  2s  and  $3.50  on  10s. 

SALMON  —  Naming  of  formal 
opening  prices  on  new  pack  Alaska 
salmon  late  last  week  confirms  the 
previously  -  existing  firm  market 
position.  Red  Alaska  tall  Is  are 
listed  at  $2.40,  fancy  Cohoes,  $2.00, 
medium  reds,  $1.85,  pinks,  $1.35, 
chums,  $1.20,  all  f.  o.  b.  Seattle. 
Prices  are  guaranteed  against  sell¬ 
ers’  own  decline  to  December  31st 
and/or  30  days  after  arrival  on  un¬ 
shipped,  in  transit,  and  unsold  floor 
stocks.  It  is  reported  that  the  sup¬ 
ply  of  flats  in  this  year’s  pack  is 
small,  canners  having  evidently  cut 
down  on  this  style  container  in 
anticipation  of  continued  lack  of 
export  demand  for  that  size.  Flat 
half  reds  are  reported  firm  at  $1.65 
to  $1.75,  Seattle  basis.  Canners  are 
not  eager  sellers,  even  on  the  basis 
of  opening  prices,  and  some  are 
withholding  offerings,  notably  on 
pinks,  in  the  belief  that  continued 
heavy  export  buying  by  England 
may  bring  about  a  higher  price 
basis. 

TUNA  FIRMER — Prices  on  Japan¬ 
ese  tuna  were  advanced  this  week 
to  a  basis  of  $7.10  for  halves  and 
$12.50  for  Is.  The  advance  was 


credited  to  increased  fresh  and 
insurance  or  trans-Pacific  ship¬ 
ments,  as  well  as  advances  in  other 
costs.  The  current  price  for  halves 
is  $1.10  higher  than  that  at  which 
sales  of  last  year’s  pack  of  Jap 
tuna  were  made. 

SARDINES — Maine  sardines  rule 
firm  with  canners’  stocks  light  and 
the  pack  still  running  far  behind. 
Some  buying  interest  has  devel¬ 
oped  on  new  pack  California  sar¬ 
dines,  which  are  held  at  $3.25  for 
Is  ovals,  f.  o.  b.  coast  canneries. 
Imported  sardines  are  in  very  light 
supply,  and  prices  are  nominal, 
most  of  the  trading  being  in  resale 
lots. 

CITRUS  SHORT  —  Reports  from 
Florida  indicate  that  unsold  stocks 
in  packers’  hands  are  rapidly 
cleaning  up.  Fancy  sections  are 
firm  at  70  cents  for  300s  and  85 
cents  for  2s,  with  5s  bringing  $2.75, 
all  f.  o.  b.  Tampa.  Stocks  of  all 
juices  are  about  cleaned  out,  and 
the  market  is  firming  up  on  the 
small  stocks  which  packers  still 
have  to  offer.  Grapefruit  juice,  2s, 
seem  to  be  headed  for  a  70  cents 
basis  on  sweetened  and  671/2  cents 
on  unsweetened,  with  unsweetened 
orange  juice  2s,  at  70  cents. 

CALIFORNIA  FRUITS — Aside  from 
a  few  “off-prices”  on  cling  peaches 
which  develop  from  time  to  time, 
the  market  for  California  fruits 
appears  to  hold  steady,  with  rou¬ 
tine  demand  reported.  On  north¬ 
western  fruits,  the  market  for 
fresh  prunes  has  weakened  under 
competitive  selling,  but  the 
remainder  of  the  list  is  without 
change. 

CHICAGO  MARKET 

Weather  Retards  Tomato  Pack,  Many  Sixable 
Bids  Placed — News  of  Advertising  Campaign 
Bolsters  Peas — Corn  in  Strong  Position — 
Beans  Strong  With  Deliveries  Short — Kraut 
Steady,  Rain  Improves  Crop  —  Grapefruit 

Advertising  Campaign — ^The  Grocery 
Octopus. 

By  “Illinois 

Chicago,  August  28,  1940. 

GENERAL  MARKET — Already  a 
holiday  spirit  is  entering  the  mar¬ 
ket  and  all  because  of  the  coming 
week-end  double  holiday.  Quite  a 
number  of  buyers  and  brokers  are 


planning  to  leave  tomorrow,  Fri¬ 
day,  and  not  to  return  until 
Tuesday. 

TOMATOES — For  a  week  now,  In¬ 
diana  has  been  suffering  under 
continued  darkened  skies  with  in¬ 
termittent  showers  and  almost  a 
total  lack  of  sunshine.  Everyone 
kno\vs  that  doesn’t  do  the  growing 
crop  any  good.  Certain  it  is  that 
September  must  be  an  ideal  month 
for  a  pack  to  be  recorded  anywhere 
near  normal. 

The  feature  of  the  market  is  the 
large  number  of  sizable  bids  that 
have  been  placed  before  practically 
every  canner.  These  bids  cover 
not  only  Government  and  State  re¬ 
quirements  but  Institutional  as 
well.  Usually  options  are  wanted. 
Very  few  sellers  seem  to  be 
interested. 

Actual  buying  has  been  light  but 
everyone  feels  that  after  Labor 
Day,  a  more  spirited  interest  will 
prevail.  The  going  quotations  are : 

No.  2  standard  tomatoes,  62i/2c; 
No.  21/2  standard  tomatoes,  85c; 
and  No.  10  standard  tomatoes, 
$2.60,  all  f.  o.  b.  Indiana. 

TOMATO  PRODUCTS — Some  inter¬ 
est  has  been  noted  in  No.  10  tin 
puree.  $2.75  factory  seems  to  be  the 
going  price.  No.  1  tin  fancy  puree  is 
offered  at  421/2^  to  45c  factory. 

Tomato  juice  as  well  as  catsup 
and  chili  sauce  has  been  routine  in 
call. 

PEAS — Optimism  is  displayed  on 
all  sides.  Distributors  are  beginning 
to  realize  that  even  with  a  large 
pack  recorded  this  year,  the  move¬ 
ment  will  be  heavy,  due  to  the  Pea 
Institute  planned  campaign  and 
advertising  program. 

No.  2  tin  standard  No.  4  sieve 
Alaskas  are  firmly  held  at  72i^c 
to  75c  Wisconsin.  A  fair  interest 
has  been  noted  in  other  sizes  such 
as  No.  2  tin  standard  No.  3  sieve 
Alaskas,  80c ;  No.  2  tin  extra  stan¬ 
dard  No.  3  sieve  Alaskas,  87i/2C> 
and  No.  2  tin  standard  No.  5  sieve 
Sweets,  80c.  All  f.  o.  b.  Wisconsin. 

CORN — The  trade  are  not  near  as 
concerned  about  corn  as  they  were 
prior  to  the  marked  change  in 
weather.  Whole  grain  yellow  corn 
as  well  as  all  other  types  of  bantam, 
are  in  a  very  strong  position.  On 
white  corn,  the  feeling  is  to  wait 
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as  prices  doubtless  will  not  be 
higher  at  least  for  some  little  while. 

Some  trade  reports  have  it  that 
No.  2  standard  cream  style  white 
is  available  at  65c  factory  in  the 
Middlewest.  This  has  been  stoutly 
disputed  by  several  authorities  in 
Chicago  who  say  that  70c  is  bottom 
with  them.  No.  2  fancy  whole 
kernel  yellow  is  quoted  at  90c  to 
95c.  Some  demand  has  also  been 
noted  for  No.  2  fancy  cream  style 
Country  Gentleman  at  85c  to  90c, 
factory. 

GREEN  &  WAX  BEANS — Short  de¬ 
liveries  have  already  been  an¬ 
nounced  on  wax  beans  and  when 
adjustments  have  been  made 
against  future  commitments,  there 
will  be  a  few  wax  beans  of  any  size 
or  grade  available  in  Wisconsin. 

The  green  bean  pack  is  progress¬ 
ing  along  limited  lines.  The  quality 
is  reported  excellent.  The  market 
is  very  strong. 

Arkansas  has  sold  during  the 
past  week,  standard  cut  green 
beans  at  72V2C  delivered  for  the 
No.  2  tins. 

BEETS  —  Packing  has  barely 
started  in  Wisconsin  and  Michigan. 
Some  early  deliveries  have  been 
made  to  buyers  who  were  anxious 
to  replenish  their  limited  stocks. 

LIMA  BEANS — A  fair  demand  has 
ruled  on  Wisconsin  and  Michigan 
packings.  Prices  are  firmly  held. 
Conditions  in  Wisconsin  have  im¬ 
proved  only  slightly. 

SAUERKRAUT  —  Arrival  of  the 
much  needed  rain  has  improved 
crop  conditions.  Market  continues 
steady  on  the  basis  of:  No.  2i/o 
fancy  sauerkraut,  72V2C  to  75c,  and 
No.  10  fancy  sauerkraut,  $2.25  to 
$2.50,  f.  o.  b.  factory. 

GRAPEFRUIT  &  GRAPEFRUIT  JUICE 
— The  Florida  Citrus  Commission 
announced  a  comprehensive  adver¬ 
tising  campaign  to  move  the  1940- 
1941  grapefruit  crop.  This  cam¬ 
paign  is  planned  on  a  twelve-month 
basis  and  includes  radio,  news¬ 
papers,  magazines,  street  cars, 
trade  and  professional  journals  as 
well  as  dealers  display  material. 
One  large  buyer  rather  tritely  re¬ 
marked  that,  all  this  would  be 
needed  if  England  did  not  take  the 
usual  quantity  of  segments. 


All  citrus  juices  are  high  and 
closely  cleaned  up.  Some  S.A.P. 
business  is  being  booked  out  of 
Texas  on  grapefruit  juice. 

CALIFORNIA  FRUITS — Just  when 
the  local  trade  were  hearing  some 
bullish  news  from  the  Coast  in  re¬ 
gard  to  tonnage  of  cling  peaches 
dropping  off,  along  came  a  promi¬ 
nent  canner  and  quoted  No.  2V2 
standard  yellow  cling  at  $1.05  and 
choice  at  $1.15,  which  has  more  or 
less  upset  the  local  buying. 

Apricots  are  going  along  their 
quiet  way  and  there  is  nothing  new 
on  cocktail,  salad,  and  the  balance 
of  the  California  line. 

PACIFIC  NORTHWEST — Prominent 
pear  canners  have  withdrawn  from 
the  market  entirely  especially  on 
large  sized  pears  and  in  fancy, 
choice  and  standard  grades. 

Fill-in  orders  on  berries.  Royal 
Anne  and  black  cherries,  seem  to 
be  the  weekly  program. 

On  prunes,  Chicago  doesn’t  seem 
to  be  buying  heavily,  although  re¬ 
ports  from  Oregon  are  that  the 
situation  is  firm. 

THE  FISH  LINE — The  feature  was 
the  opening  prices  on  Alaska  sal¬ 
mon.  Reds  are  quoted  at  $2.40, 
Pinks,  $1.35,  and  chums  at  $1.20. 
Fair  bookings  have  been  recorded 
and  one  hears  little  of  cutting 
under.  Shrimp  prices  have  also 
been  generally  quoted  by  the  promi¬ 
nent  factors  on  the  Gulf,  basis, 
$1.15  for  the  No.  1  medium.  Some 
business  is  going  on.  Sardines  are 
firm  both  on  the  Atlantic  as  well 
as  Pacific  Coasts.  The  tuna  pack 
is  a  little  heavier  now  but  prices 
are  more  than  maintained.  Routine 
sales  prevail  on  the  tuna. 

THE  GROCERY  OCTOPUS  —  With 
sales  of  the  big  chains  increasing 
far  more  in  proportion  than  the  in¬ 
dependent,  a  movement  to  organize 
all  retailers,  wholesalers,  and 
manufacturers  who  heretofore  have 
taken  little  part  in  stemming  the 
chain  store  tide,  seems  most  timely. 

What  should  be  done  is  to  form 
one  single  movement  covering  the 
entire  country,  a  movement  repre¬ 
sentative  of  all  factors  whose  future 
is  dependent  upon  the  survival  of 
home  industry  vs.  absentee  owner¬ 
ship. 


The  prime  essential  is  to  get  the 
facts  to  the  housewives  and  the 
heads  of  families,  and  prove  to 
them  that  the  “octopus”  does  not 
sell  cheaper,  that  it  curtails  jobs, 
forces  lower  wages,  does  not  pay 
proportionate  local  taxes,  concen¬ 
trates  business  in  Wall  Street, 
creates  idle  stores,  wholesale  and 
factory  buildings,  limits  opportuni¬ 
ties  for  present  and  future  genera¬ 
tions  and  creates  a  monopoly. 

This  is  no  exaggeration.  The 
“octopus”  is  an  economic  liablity 
rather  than  an  asset  to  any  com¬ 
munity. 

CALIFORNIA  MARKET 

Steady  Flow  of  Small  Orders — Prices  Too 
Low  and  Changes  Must  Be  Upwards — Peach 
Canning  Ending — Elberta  Peaches  Range 
Higher  in  Prices — Pear  Prices  Affected — 
Prune  Prices — Corn  Quoted — Coast  Pea  Pack 
Short — Now  “Celery  Juice.” 

By  “Berkeley” 

San  Francisco,  August  29,  1940. 

THE  MARKET — Trading  in  Pacific 
Coast  canned  products  seems  to  be 
going  along  rather  smoothly  de¬ 
spite  some  talk  to  the  contrary.  It 
is  true  that  no  very  large  orders 
have  been  coming  through  of  late 
but  there  have  been  plenty  of 
smaller  ones  and  canners,  as  a  rule, 
seem  fairly  well  pleased.  Ship¬ 
ments  are  going  forward  in  con¬ 
siderable  volume,  with  less  of  an 
inclination  on  the  part  of  buyers 
than  in  some  former  years  to  delay 
taking  possession  of  goods  ordered. 
Canners  contend  that  prices  in  gen¬ 
eral  are  too  low,  considering  costs, 
and  suggest  that  any  adjustments 
must  be  upward.  On  only  a  few 
items  are  holdings  in  first  hands 
considered  unwieldy. 

EXPORTS — Those  who  complain 
of  business  being  quiet  are  largely 
those  depending  upon  export  trade. 
Export  business  is  largely  on 
machinery,  oil  and  manufactured 
products,  with  fruits  and  vege¬ 
tables,  whether  fresh,  canned  or 
dried,  coming  in  for  little  attention. 
The  export  situation  was  gone  over 
thoroughly  at  the  recent  conven¬ 
tion  of  the  National  Foreign  Trade 
Association,  held  at  San  Fran¬ 
cisco,  when  Stanley  Powell,  of  the 
California  Packing  Corporation, 
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presided  over  the  canned  foods  sec¬ 
tion.  Trade  representatives  from 
the  United  Kingdom  were  in  atten¬ 
dance  and  held  out  little  promise  of 
any  opening  of  the  export  market 
in  the  immediate  future. 

PEACHES  —  The  packing  of 
peaches  has  long  since  reached  its 
peak  and  will  be  at  an  end,  as  far 
as  volume  is  concerned,  within  a 
week.  The  size  of  the  pack  is  still 
a  question,  but  will  doubtless  go 
over  10,000,000  cases,  according  to 
the  experts.  More  disturbing  than 
the  size  of  the  pack  are  the  low 
prices  prevailing.  Considerable 
business  was  booked  at  low  tenta¬ 
tive  prices  named  before  the  mar¬ 
ket  for  fresh  fruit  settled  on  $20  a 
ton.  Some  canners  evidently 
thought  they  would  get  fruit  for 
much  less  than  this.  Canners  who 
formerly  did  a  large  export  busi¬ 
ness  have  been  compelled  to  seek  a 
larger  share  of  domestic  trade  and 
have  been  using  lower  prices  as  an 
entrance  wedge.  Most  lists  quote 
No.  21/2’s  standards,  at  $1.10  and 
choice  at  $1.20,  but  it  is  known  that 
quite  a  bit  of  fruit  changed  hands 
at  $1.05  and  $1.15.  Should  the  ex¬ 
port  market  open  up  during  the 
next  few  months,  canned  cling 
peach  prices  would  react  at  once. 
Some  look  for  an  improved  domes¬ 
tic  market  to  turn  the  trick. 

New  pack  Elberta  peaches  are 
now  available  for  shipment  and 
several  concerns  have  brought  out 
prices,  tentative  and  otherwise. 
The  California  Packing  Corpora¬ 
tion  has  come  out  with  a  tentative 
opening  price  list  on  1940  pack  on 
Del  Monte  and  other  featured 
brands,  as  follows :  Halves  or 
sliced.  No.  1  tall,  $1.10;  No.  2i/2> 
$1.80,  and  No.  10,  $6.20.  Distribu¬ 
tors  are  urged  to  direct  attention 
of  the  discriminating  trade  to  the 
outstanding  qualities  of  this  dis¬ 
tinctive  freestone  peach. 

PEARS — Canners  are  not  espe¬ 
cially  happy  over  the  low  prices 
prevailing  on  Bartlett  pears,  espe¬ 
cially  since  the  crop  is  not  proving 
a  heavy  one  and  there  was  almost 
no  carry-over.  However,  it  is 
realized  that  pear  prices  must  be 
kept  within  striking  distance  of 
those  prevailing  on  peaches  and 
there  is  now  a  differential  of  fully 


40  cents  a  dozen  between  the  two 
on  the  popular  No.  2V2  choice  item. 

PRICES — Some  of  the  vacant  spots 
in  fruit  lists  were  filled  in  during 
the  week  with  the  announcement  of 
tentative  prices  on  new  pack 
De  Luxe  plums  and  fresh  prunes 
out  of  the  Pacific  Northwest,  and 
seedless  grapes  out  of  California. 
Featured  brands  of  prunes  are 
quoted  at  50  cents  for  buffet,  75 
cents  for  No.  1  tall,  90  cents  for 
No.  2  tall,  $1,171/2  for  No.  2l^  and 
$3.85  for  No.  10.  Some  canners 
are  offering  canned  fresh  prunes 
for  buyers’  labels  at  $1,121/2. 
Seedless  grapes  of  new  pack  are 
now  ready  for  shipment  and  quota¬ 
tions  on  featured  brands  are  621/2 
cents  for  buffet,  95  cents  for  No.  1 
tall,  $1.60  for  No.  2V2  and  $4.50  for 
No.  10.  Standard  seedless  grapes 
are  offered  at  $1.35  for  No.  21/2’s 
and  $4.00  for  No.  10,  with  No.  2^2 
water  at  $1.00  and  No.  10  at  $3.25. 

G.  B.  CORN — The  California  Pack¬ 
ing  Corporation  has  brought  out 
tentative  opening  prices  on  its  lim¬ 
ited  Toppenish  pack  of  Golden 
Bantam  corn  at  $1,021/2  cents  for 
the  10  oz.  size  in  vacuum  pack  and 
95  cents  for  the  No.  303  size.  This 
is  for  its  featured  brand.  Cream 
style  Golden  Bantam  corn  under  its 
featured  brand  is  offered  at  70 
cents  for  picnic,  85  cents  for  No. 
303,  95  cents  for  No.  2  £all,  and 
$5.40  for  No.  10.  Succotash  of 
Midwest  pack  is  priced  at  $1,071/2 
for  No.  303  and  $1.17i/>  for  No.  2 
tall. 

PEAS — The  packing  of  peas  has 
about  come  to  an  end  on  the  Pacific 
Coast  with  an  output  well  under 
early  expectations.  The  fancy 
grades  fared  rather  better  than 
standards  and  it  is  believed  that 
deliveries  will  be  made  in  full  as 
most  packers  sold  conservatively. 
No  special  efforts  are  being  made 
to  push  unsold  stocks,  the  feeling 
being  that  a  better  market  may  be 
had  later  on. 

JUICES — The  production  of  vege¬ 
table  juices  is  growing  at  a  rapid 
pace  with  new  packers  coming  into 
the  field.  The  Paulus  Bros.  Pack¬ 
ing  Company,  of  Salem;  Oregon, 
entered  the  list  this  year  with  can¬ 
ned  celery  juice  offered  as  follows: 


12  oz.,  85  cents;  46  oz.,. $2.75,  and 
No.  10,  $4.75. 

SALMON — The  Alaskan  canned 
salmon  pack  is  running  about 
400,000  cases  behind  that  of  last 
year,  according  to  late  reports 
from  the  Territory.  The  last  re¬ 
port  placed  the  pack  for  the  season 
to  date  at  4,299,420  cases,  against 
4,710,844  cases  last  year. 

SARDINES — The  organized  work¬ 
ers  at  the  sardine  packing  plant  of 
the  F.  E.  Booth  Company  at  Pitts¬ 
burg,  Calif.,  have  announced  that 
they  will  walk  out  on  September 
1st,  unless  a  demand  for  wage  in¬ 
creases  is  granted.  A  wage  of  60 
cents  an  hour  is  asked  for  women, 
70  cents  for  men,  85  cents  for 
by-product  workers  and  $1,121/2 
for  skilled  workers. 

GULF  STATES  MARKET 

Shrimp  Price  Not  Settled — Shrimp  in  Good 
Condition — Oyster  Season  Ready  to  Open — 
No  Canning  Until  End  of  November. 

By  “Bayou” 

Mobile,  Ala.,  August  29,  1940. 

BILOXI  SHRIMP  PRICE  UNSETTLED 
— Report  from  Biloxi,  Miss.,  is  that 
the  price  of  shrimp  question  be¬ 
tween  the  sea  food  canners  and 
the  Gulf  Coast  Shrimpers  and 
Oystermen’s  Association  had  not 
been  decided,  and  it  looks  like  can¬ 
ning  operations  will  be  held  up 
until  the  price  dispute  is  settled. 

The  Biloxi  packers  did  not  plan 
on  starting  to  can  shrimp  until 
August  26th,  therefore  the  dis¬ 
agreement  of  price  has  not  affected 
canning  operations  in  Biloxi  up  till 
now.  But  it  has  prevented  the  can¬ 
ners  there  from  booking  orders, 
inasmuch  as  they  did  not  know  the 
price  that  they  will  have  to  pay  for 
raw  material. 

The  press  has  quoted  the  Biloxi 
canners  as  saying  that  the  reason 
they  cannot  pack  shrimp  at  the 
price  the  Union  demands  is  because 
of  the  large  carry-over  from  last 
year,  and  also  because  Louisiana 
packers  are  paying  a  cheaper  price. 

Whether  a  strike  in  Biloxi,  of  the 
Gulf  Coast  Shrimpers  and  Oyster- 
men’s  Association,  would  also  tie 
up  canning  operations  in  Louisana 
and  Alabama  will  have  to  be  later 
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determined,  because  two  years  ago 
a  similar  strike  in  Biloxi  spread  to 
Louisiana  and  Alabama  where 
unions  exist,  affiliated  with  the 
Biloxi  fishermen’s  union,  and  they 
too  demanded  an  increase  in  price. 

Some  of  the  raw,  headless  shrimp 
dealers  and  shippers  of  Biloxi  are 
in  operation  and  they  are  moving 
a  fairly  good  quantity  of  raw,  head¬ 
less  shrimp,  and  also  cooked, 
peeled  shrimp. 

Shrimp  of  a  very  good  quality 
are  plentiful  now  and  a  tie  up  of 
canning  operations  at  this  time 
would  result  in  the  loss  of  the  best 
part  of  the  canning  season. 

Most  of  the  shrimp  factories  in 
Louisiana,  and  one  in  Alabama, 
have  been  in  operation  for  over  a 
week  and  have  been  running  full 
time.  However,  Biloxi  has  more 
sea  food  canneries  than  Louisiana 
and  Alabama  put  together  and  the 
union  is  very  strong  in  Biloxi. 

The  factory  operating  in  Ala¬ 
bama  has  a  union  of  its  own,  but 
another  factory  that  was  expected 
to  start  operations  on  August  26th, 
has  not  done  so  and  may  not  start 
up  until  a  price  agreement  between 
the  Biloxi  canners  and  the  fisher¬ 
men’s  union  is  reached. 

No  report  of  any  disagreement 
in  price  between  fishermen  and 
canneries  in  Texas.  Canning  oper¬ 
ations  there  are  expected  to  start 
on  September  1st,  which  is  when 
the  shrimp  season  opens  in  Texas. 

The  threatened  price  boost  by 
the  fishermen  in  Biloxi  has  made  it 
difficult  to  fix  a  price  on  the  new 
pack  canned  shrimp,  as  quotations 
vary  from  5  to  15  cents  per  dozen. 
Probably  a  happy  medium  would 
be  $1.10  per  dozen  for  No.  1  small ; 
$1.15  for  No.  1  medium,  and  $1.25 
for  No.  1  large,  f.  o.  b.  factory. 

OYSTERS — ^When  these  lines  are 
read,  the  oyster  season  in  this  sec¬ 
tion  will  be  opened  and  folks  will 
be  indulging  in  the  bivalves,  be¬ 
cause  we  will  be  in  the  safety  zone 
of  the  months  with  an  “R,”  which 
is  generally  believed  are  the  only 
months  in  which  oysters  are  fit  to 
eat. 

Nevertheless,  the  months  with¬ 
out  an  “R”  are  not  the  only  bar¬ 
riers  to  oyster  consumption.  The 
weatherman  with  his  Arctic  fan 


plays  a  more  important  part  in 
boosting  the  consumption.  The 
month  of  September  gives  us  the 
“Go  Ahead”  signal  and  it  is  up  to 
the  weatherman  to  fan  us  a  little 
bit  of  that  north  polar  weather  to 
enable  us  to  start  the  oyster  season 
under  ideal  weather  conditions. 

Our  oysters  are  in  as  good  condi¬ 
tion  as  can  be  expected  at  this  time 
of  the  year,  but  all  oysters  are  poor 
now.  .For  this  reason  no  canning 
of  oysters  will  take  place  until  the 
weather  gets  cold  and  the  oysters 
fat  and  plump,  which  will  be  about 
the  latter  part  of  November. 

The  price  of  canned  oysters  is 
$1.05  per  dozen  for  five  ounce  and 
$2.10  for  ten  ounce,  f.  o,  b.  factory. 


RIO  GRANDE  VALLEY 

Grapefruit  Juice  Prices  Firm — Tomatoes 
Regain  Strength. 

By  “Rio  Grande” 

Mission,  Texas,  August  30,  1940. 

GRAPEFRUIT  JUICE  —  There  are 
one  or  two  packers  out  with  nupack 
juice  prices.  Probably  next  week 
every  packer  in  the  industry  will 
also  be  out  in  their  newest  cloth¬ 
ing,  and  that  seems  the  logical 
time  tq  publish  nupack  quotations 
within  the  margins  of  this  column. 
At  the  present  moment  the  market 
remains  firm,  movement  neither 
fast  nor  slow,  but  pleasing  to  those 
selling  2s  at  70c,  46-oz.  at  $1.65. 
Many  a  broker  is  interested  in 
getting  their  source  of  supply  to 
can  the  5%-oz.  tin  this  season.  They 
think  it  one  of  the  best  things  that 
happened  to  grapefruit  in  the  past 
two  years. 

TOMATOES — The  tomato  market 
appears  to  have  regained  some 
small  strength  in  both  movement 
and  in  price.  But  not  before  it 
went  as  low  as  36c  on  Is,  53c  on  2s, 
f.  o.  b.  factory.  Stocks  are  pretty 
well  sold  out  from  this  section,  and 
the  biggest  competition  on  the 
horizon  is  winter  pack  tomatoes. 
There  should  be  a  fair  pack  from 
out  of  the  Rio  Grande  Valley,  and 
if  other  sections  can  compete  with 
this  winter  pack  to  the  extent  of 


breaking  the  market  once  again, 
then  they  will  have  accomplished  a 
miracle  unbelievable  even  to  the 
canning  industry.  By  that  is  in¬ 
ferred  production  line  sales  of 
cheaply  packed  tomatoes  against 
tomatoes  in  warehouses. 

WINTER  PACKS  —  Very  shortly 
now  this  column  will  again  be  in 
position  to  give  more  complete 
coverage  on  many  items  dropped 
during  the  summer  months,  includ¬ 
ing  everything  from  carrot  and 
beet  juice  to  kraut  and  spinach.  It 
should  be  a  very  interesting  season. 

WAGE  AND  HOUR  DIVISION  FILES  SUIT 
AGAINST  LARGEST  WHOLESALE  FRUIT 
AND  PRODUCE  COMPANY 

A  suit  to  enjoin  a  wholesale  fruit  and 
produce  company,  operating  in  eight 
states  through  44  branches,  from  violat¬ 
ing  the  overtime  and  record  keeping  pro¬ 
visions  of  the  Fair  Labor  Standards  Act, 
was  filed  August  26th  in  the  U.  S. 
District  Court  at  Minneapolis,  by  the 
Wage  and  Hour  Division,  U.  S.  Depart¬ 
ment  of  Labor. 

The  complaint,  filed  by  Donald  M. 
Murtha,  attorney  for  Region  XII  of  the 
Division,  names  the  Gamble-Robinson 
Company,  301  North  Fifth  Street,  Minne¬ 
apolis,  doing  business  under  the  names  of 
Gamble-Robinson  Company,  Ryan  Fruit 
Company,  Stacy  Fruit  &  Produce  Com¬ 
pany,  Stacy-Merrill  Company,  Stacy 
Fruit  Company,  Brainerd  Fruit  Com¬ 
pany,  Fergus  Fruit  Company,  S.  G. 
Palmer  Company,  Dore-Redpath  Com¬ 
pany  and  Mandan  Fruit  Company. 

Attorney  Murtha,  in  asking  that  the 
Federal  Court  issue  an  injunction  per¬ 
manently  restraining  the  company  from 
violating  the  Fair  Labor  Standards  Act, 
said  the  company  has  employed  several 
thousand  persons  in  the  44  branches  and 
that  many  of  these  employees  have  been 
employed  for  workweeks  longer  than  42 
hours  without  being  paid  time  and  one- 
half  for  their  excess  hours,  as  required 
by  the  Act. 

The  complaint  alleges  the  company  is 
engaged  in  “receiving,  handling,  selling 
and  distributing,  at  wholesale,  fresh 
fruits,  vegetables  and  dry  groceries.” 

The  company  has  17  branches  in 
Minnesota,  10  in  North  Dakota,  4  in 
Iowa,  1  each  in  South  Dakota,  Wyoming, 
Wisconsin  and  Michigan  and  9  in 
Montana. 

Attorney  Murtha  said  the  Gamble- 
Robinson  Company  is  a  subsidiary  of 
Pacific  Fruit  &  Produce  Company,  with 
headquarters  in  Seattle,  Wash.,  and  that 
the  parent  company  and  Gamble-Robinson 
Company  operate  in  nearly  all  States 
from  the  Pacific  Coast  to  and  including 
the  Central  States.  The  Pacific  Fruit  & 
Produce  Company  is  not  named  in  the 
suit. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  west  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 


Canned  Vegetables 


Eastern 

Central 

West  Coast 

Low  High 

Low 

High 

Low 

High 

ASPARAGUS 

White  Colossal,  No.  2% . 

2.66 

2.80 

Large,  No.  2% . 

2.70 

2.85 

Medium,  No.  2% . 

2.56 

2.70 

Green  Mam.,  No.  2  ro.  cans . 

2.60 

2.60 

2.56 

2.60 

Large,  No.  2 . 

2.30 

2.50 

2.30 

2.35 

Medium,  No.  2 . 

2.35 

2.30 

2.40 

2.60 

Tips,  White,  Mam.  No.  1  sq . 

2.60 

2.70 

Small,  No.  1  sq . 

2.40 

2.66 

Green  Mam.,  No.  1  sq . 

2.40 

2.60 

Small,  No.  1  sq . 

2.26 

2.40 

Green  Tips,  60/80,  2s . 

2.26 

2.10 

2.16 

. 

Green  Tips,  40/60,  2s . 

2.30 

2.60 

2.30 

2.36 

Green  Cuts  and  Tips.  28 . 

1.66 

1.65 

1.76 

. 

Green  Cuts  and  Tips,  10s . 

7.26 

7.60 

7.60 

9.50 

Green  Cuts,  23 . 

1.00 

1.05 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2 

.85 

1.00 

1.05 

1.10 

No.  10  . 

4.90 

6.00 

Ex.  Std.  Cut  Green,  No.  2 . 

.70 

.75 

.85 

.75 

.85 

No.  10  . 

3.40 

3.60 

3.85 

4.00 

Std.  Cut  Green,  No.  2 . 

.62% 

.70 

.72%  . 

.70 

.80 

No.  10  . 

3.15 

3.25 

3.50 

3.76 

Fancy  Whole  Green,  No.  2 . 

1.25 

1.40 

1.36 

1.50 

No.  10  . 

5.25 

4.85 

5.00 

Ex.  Std.  Whole  Green,  No.  2.... 

1.05 

1.10 

1.20 

1.20 

No.  10  . 

3.86 

4.00 

Fancy  Cut  Wax,  No.  2 . 

No.  10  . 

Ex.  Std.  Cut  Wax,  No.  2 . 

.65 

.75 

.85 

No.  10  . 

3.50 

Std.  Cut  Wax,  No.  2 . 

•62% 

.70 

No.  10  . 

3  25 

Fancy  Whole  Wax,  No.  2 . 

1.00 

1.20 

No.  10  . 

4.50 

Ex.  Std.  Whole  Wax,  No.  2 . 

1.00 

No.  10  . 

Std.  Whole  Wax,  No.  2 . 

No.  10  . . . 

***  ** 

Red  Kidney,  Std..  No.  2 . 

.75 

.76 

No.  ro  .  3.75 


LIMA  BEANS 


No.  2  Tiny  Green . 

1.25 

1.55 

1.35  1.40 

l.iiO 

8.00 

1.50 

No.  10  . 

6.50 

7.50 

No.  2  Fancy  Small  Green . 

1.15 

1.30 

1.20  1.30 

1.10  1.30 

1.25 

1.25 

No.  10  . 

5.75 

6.00 

.90 

4.50 

.70 

No.  2  Green  &  White . 

X.5 

.90 

.90 

No.  10  . 

4  20 

B.5 

.72%  .80 

.90 

.95 

No.  10  . 

3.50 

70 

.80 

ItEETS 

Whole.  No.  2 . 

.75 

1.15 

1.05 

No.  2%  . 

.95 

1.20 

No.  10  . 

3.50 

4.00 

4.00 

Std.  Cut,  No.  2 . 

.65 

.70 

No.  2%  . 

.80 

.90 

No.  10  . 

3.26 

3.25 

.75 

No.  2%  . 

No.  10  . 

Std.  Sliced,  No.  2 . 

.75 

.85 

.90 

No.  2%  . 

.95 

1.10 

No.  10  . 

3.75 

4.25 

3.36 

'•'ancy  Sliced,  No.  2 . 

No.  10  . 

.90 

3.60 

1.20 

CARROTS 

Std.  Sliced.  No.  2 . 

No.  10  . 

...  4.60 

4.60 

•Std.  Diced,  No.  2 . 

.75 

.76 

•72%  . 

.66 

.70 

No.  10  . 

...  4.60 

3.25  . 

f’EAS  AND  CARROTS 

Std.  No.  2 . 

...  .70 

.80 

Fancy  No.  2 . 

...  .90 

1.15 

1.06  1.20 

i.oo 

i.io 

CANNED  VEGETABLES— Continued 


Eastern 
Low  High 


CORN — Wholeirrain 

Yellow,  Fancy  No.  2 . 87% 

No.  10  .  5.00 

Ex.  Std.  No.  2 _ .86 

No.  10  .  4.50 

Std.  No.  2 . 

No.  10  . 

White,  Fancy  No.  2 . 90 

No.  10  . .  4.60 

Ex.  Std.  No.  2 . 77% 

No.  10  .  4.60 

Std.  No.  2 . 65 

No.  10  . . 4.00 

Shoepeg,  Fancy  No.  2... . . 92% 

No.  10  .  5.00 

Ex.  Std.  No.  2 . 86 

No.  10  .  4.76 

Std.  No.  2 . 80 

CORN — Creamstyle 
Yellow,  Fancy  No.  2.. 


87% 


76 

67% 


.82%  .90 


4.60 

.85 

4.25 

.70 


No.  10  .  4.26 

Ex.  Std.  No.  2 . 75 

No.  10  .  4.00 

Std.  No.  2 . 65 

No.  10  . 

White,  Fancy  No.  2 . 82%  1.00 

No.  10  .  4.60  4.75 

Ex.  Std.  No.  2 . 67%  .75 

No.  10  .  4.00  4.20 

Std.  No.  2 . .  .62%  .67% 

No.  10  .  3.75  ‘ 


3.75 


HOMINY 

Std.  Split,  No.  1  Tall.. 

No.  2%  . 

No.  10  . 


MIXED  VEGETABLES 
Fey.,  No.  2 . 


.80 


No.  10  . 4.26 

Std.,  No.  2 . 60 

No.  10  .  3.26 

PEAS 

No.  2  Fancy  Sweets,  2s .  1.30 


.86 

2.75 


.92% 

4.60 

.80 

4.00 


No.  2  Fancy  Sweets,  3s .  1 

No.  2  Fancy  Sweets,  4s .  1 

No.  2  Fancy  Sw^ts,  5s .  1 

No.  2  Ex.  Std.  Sweets,  2s .  1 

No.  2  Ex.  Std.  Sweets,  3s .  1 

No.  2  Ex.  Std.  Sweets,  4s . 

No.  2  Ex.  Std.  Sweets,  5s 

No.  2  Std.  Sweets,  2s . . 

No.  2  Std.  Sweets,  3s . 

No.  2  Std.  Sweets.  4s . 

No.  2  Std.  Sweets,  6s . 

No.  10  Std.  Sweets,  2s . 

No.  10  Std.  Sweets,  3s . 

No.  10  Std.  Sweets,  4s .  4 

No.  10  Std.  Sweets,  6s .  4 

No.  2  Fey.  Alaskas,  Is .  1 

No.  2  Fey.  Alaskas,  2s .  1 

No.  2  Fey.  Alaskas,  3s . .  1 

No.  2  Ex.  Std.  Alaskas,  Is . 

No.  2  Ex.  Std.  Alaskas,  2s .  1 

No.  2  Ex.  Std.  Alaskas.  3s... 

No.  2  Ex.  Std.  Alaskas.  4s... 

No.  2  Ex.  Std.  Alaskas,  58... 

No.  10  Ex.  Std.  Alaskas,  Is 
No.  10  Ex.  Std.  Alaskas,  2s. 

No.  10  Ex.  Std.  Alaskas.  3s 
No.  10  Ex.  Std.  Alaskas,  4s 

No.  2  Std.  Alaskas,  2s . . 

No.  2  Std.  Alaskas,  3s . 

No.  2  Std.  Alaskas,  4s . 

No.  2  Std.  Alaskas,  5s . . 

No.  10  Std.  Alaskas,  2s . 

No.  10  Std.  Alaskas.  3s . . .  4 

No.  10  Std.  Alaskas,  43 .  3 

No.  2  Ungraded . 

Soaked,  2s  . 

10s  .  3 

Blackeye,  28.  Soaked, 
lOs  .  3 


07% 

90 

87% 

90 

87% 

85 


00 

25 

32% 

16 

10 


00 

87% 


90 

77% 

72% 


PUMPKIN 

Fancy,  No.  2 . 

No.  2% . 90 

No.  3  . 

No.  10  .  2.90 

SAUER  KRAUT 

Fancy,  No.  2 . 70 

No.  2%  . 76 

No.  3  . 

No.  10  . 2.80 

SPINACH 

No.  2 . 67% 

No.  2%  . 87% 

No.  10  .  3.16 

SUCCOTASH 

Std.  No.  2,  Gr.  Corn,  Dr.  Limas.  .76 
Std.  No.  2,  Gr.  Com,  Fr.  Limas.  .90 
Triple,  No.  2 . . ...... _ ....  .97% 


.86 

1.10 


Central 
Low  High 


95 


West  Coast 
Low  High 


1.02% 
6.50 
•87% 

90  . 

77% 

60 
90 
00 
76 
60 
70 

26  . 

97%  1.00 
00  5.00 


.80 

1.07% 

5.50 

.85 

"’.75 


.85 


4.00 

.80 

3.75 


4.50 

.85 

4.25 


.67%  .70 

3.50  4.00 


.85 

4.00 

.70 

3.75 


.95 

4.50 

.76 

4.50 


•67%  .72% 

3.00  4.00 


.70  . 

2.00  2.35 


1.10 


1.36 

1.30 

1.50 

1.35 

1.50 

1.25 

1.10 

1.25 

1.30 

1.40 

1.15 

1.06 

1.20 

1.20 

1.30 

1.10 

1.00 

1.10 

1.20 

1.10 

1.20 

1.20 

1.26 

1.02% 

.95 

1.00 

1.10 

1.20 

.90 

.95 

.95 

1.00 

.90 

.90 

.97% 

1.00 

.92% 

.97% 

.90 

.96 

.95 

1.00 

.86 

.90 

.85 

.90 

.80 

.85 

.85 

.90 

6.25 

6.76 

6.26 

6.60 

6.00 

6.26 

6.00 

5.26 

4.50 

4.50 

4.75 

4.25 

4.50 

4.26 

4.76 

4.25 

4.60 

1.55 

1.30 

1.45 

1.25 

1.25 

1.40 

1.35 

1.46 

1.10 

1.15 

1.30 

1.40 

1.20 

1.05 

1.16 

1.20 

1.30 

.90 

.90 

.95 

1.10 

1.20 

.80 

1.00 

1.10 

•97% 

1.00 

4.50 

4.15 

.90 

1.00 

1.00 

1.10 

.80 

.80 

.85 

.90 

.96 

.75 

•72% 

.75 

.85 

.95 

.75 

.86 

.96 

4.26 

4.76 

4.00 

4.00 

.76 

.95 

1.00 

.60 

.60 

.60 

.60 

.65 

3.00 

2.60 

.66 

.65 

3.26 

— 

.67% 

.66 

.70 

.90 

.86 

.92% 

3.00 

2.75 

3.26 

Oo 

3^ 

.75 

.76 

.90 

.72% 

.75 

1.00 

1.15 

3.40 

2.25 

2.76 

3.10 

3.30 

•72% 

.65 

.65 

1.07% 

.96 

.86 

1.30 

1.36 

3.26 

2.75 

2.85 

4.26 

4.35 
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Eastern 

(Antral 

West  Coast 

Low  High 

Low  High 

Low  High 

SWEET  POTATOES 

Fey.,  No.  2,  Dry  Pack . 

.  .66 

.70 

No.  2%  . 

..  .82  V4 

.85 

No.  io  . 

..  2.75 

Fey.,  No.  2  Syrup  Pack . 

..  .75 

.75 

No.  2%  . 

No.  3  . 

..  .95 

1.071/. 

1.00 

No.  10  . . 

..  3.15 

3.26 

TOBIATOES 

Solid  Pack 

Fancy,  No.  2 . . . 

.80 

.90 

1.05 

1.10 

1.05 

1.10 

No.  2%  . 

■KTn  a  . 

..  1.25 

1.25 

1.26 

1.36 

1.30 

1.35 

No.  10  . — 

..  3.50 

4.00 

4.25 

4.60 

4.25 

4.36 

Ex.  Std.,  No.  1 . 

.60 

.46 

.47% 

.76 

No.  2  . 

..  .65 

.70 

.70 

.90 

No.  2%  . 

Nn,  a  . 

.85 

1.00 

.90 

1.16 

1.16 

N"  in  , . 

..  2.76 

3.4() 

2.75 

3.50 

a.36 

..  .37M! 

With  puree 

Std..  No.  1 . 

.47  Mi 

.42% 

.62% 

.62% 

No.  2  . 

.65 

.60 

.62% 

.66 

.70 

.72% 

No.  2%  . 

.75 

.80 

.85 

.90 

.90 

No.  3  . 

No.  10  . 

..  2.40 

2.60 

2.60 

2.75 

2.75 

2.86 

TOMATO  PUREE 

Std.,  No.  1,  Who.  St.  1.04 . 

..  .371/. 

.60 

.42% 

.45 

No.  10  . 

..  3.00 

3.00 

3.26 

3.26 

3.40 

Std.,  No.  1,  Trim  1.036 . 

..  .36 

.40 

.42% 

No.  10  . 

..  2.75 

2.75 

3.00 

2.85 

3.0() 

TOMATO  JUICE 

No.  211  Cyl . 

No.  300  . 

No.  303  Cyl . 

.70 

.62% 

No.  2  . 

.571/4 

No.  2  Cyl . 

No.  3  Cyl . 

...  .76 

.72% 

No.  10  . 

...  2.50 

3.00 

2.90 

3.26 

2.75 

2.86 

TURNIP  GREENS 


No. 

21%  . 

.  1.06  . 

.96 

i.'oo 

No. 

10  . 

.  3.76  3.76 

3.25 

3.60 

.  .  . 

CANNED  FRUITS— Continocd 

Eastern  Central  West  Coast 

Low  High  Low  High  Low  High 


PEARS 


Keifer,  Std..  No.  2% .  1.8B 

No.  10  . 

Choice,  No.  2% . . 

No.  10  . . 

Bartlett,  Fancy.  No.  2% .  1,65 

Choice,  No.  2% . 

Std.,  No.  2% .  1,30 

Fey.,  No.  10 . 

Choice,  No.  10 . 


No.  10,  Water.... 
No.  10  Pie,  S.  P. 


1.86 


1.90  . 

.  1.80 

1.85 

.  1.70 

1.76 

1.40  . 

.  1.46 

1.66 

6.50 

6.75 

6.00 

.  3.26 

3.60 

.  3.16 

3.25 

PINEAPPLE 

No.  1  Flat . 

No.  211  Cyl . 

No.  2  Tall . 

No.  2%  . 

No.  10  in  Juice. 
No.  10  in  Syrup. 


F.  O.  B.  Honolulu 


Cuban  Mexican  Crushed  Sliced 

.  .  .80  .80 

.  .86  _ 

1.20  1.30  1.42  Vj 

.  1.70  1.70 

6.25  .  4.26  .  6.36  5.60 

.  6.76  6.00 


PINEAPPLE  JUICE 

Buffet  . 

No.  211 . 

No.  2  . 

No.  2%  . 

46  oz . 

No.  10  . 

RASPBERRIES 

Black,  Water,  No.  2. 

No.  10  . 

Red,  Water,  No.  2 . 

No.  10  . 

Black,  Syrup,  No.  2. 
Red,  Syrup.  No.  2 . 


F.  O.  B.  Honolulu 


.47% 

.67% 

.80 

.96 

1.37% 

2.05 

2.17% 

4.25 

4.60 

1.60 

1.70 

1.60 

1.70 

1.65 

7.75 

7.50 

6.00 

1.45 

1.65 

1.65 

6.50 

6.60 

6.00 

1.57% 

1.80 

1.40 

1.60 

1.80 

1.60 

1.76 

2.00 

2.171/4 

STRAWBERRIES 


Canned  Fruits 

APPLES 


No.  10,  water .  2.76  . 

No.  10,  standard  heavy  pack....  2.90  3.00 

No.  10,  fancy  heavy  pack .  3.26  S.BO 

APPLE  SAUCE 

No.  2  Fancy . 70  - 

No.  10  .  8.60  . 

No.  2  Std . . . 65  .721/2 

No.  10  .  2.85  . 


APRICOTS 


Ex.  Pres.,  No.  1, 


Pres.,  No.  1 . 

No.  2  . 

. 

2.90  3.00 

Std.,  Water,  No.  10 . 

3.26  8.36 

Canned  Fish 

-  - 

HERRING  ROE 

10  oz . 

. 70  .  . 

.  1.5!R  . 

No.  2,  17  oz . 

.  1.12%  1.26  . 

No.  2%,  Fancy . 

No.  2%>  Choice . 

No.  2%  Std . 

No.  10  Fancy . 

No.  10,  Choice. . 

. 

2.20 

1.90 

1.66 

7.26 

6.60 

5.60 

1.10 

2.06 

1.76 

6.75 

6.00 

1.16 

LOBSTER 

Flats,  1  lb . 

%  lb . 

¥4  lb . 

BLACKBERRIES 

Std.,  No.  2 . 

OYSTERS 

1.00 

1.06 

Southern 

Northwest  Selects 

No.  3  . 

1.06  1.10 

1.10 

1.60 

....... 

4.36 

4.50 

2.10 

2.20 

1.66 

BLUEBERRIES 

2  10 

....  1.50 

1.60 

1.60 

7.00 

1.50 

Selects,  6  oz . 

. 

No.  10  . 

....  7.00 

CHERRIES 

Red  Sour  Pitted,  No.  2 . 

Red  Sour  Pitted.  No.  10 . 

R.  A.  Fey.,  No.  2% . 

Choice,  No.  2% . 

Std.,  No.  2% . 

Fey.,  No.  10 . 

....  •  1.05 
....  5.00 

1.05 

5.25 

1.00 

4.76 

1.06 

6.26 

1.35 

5.00 

2.26 

2.10 

1.90 

7.76 

1.40 

5.26 
2.30 

2.26 
2.00 
8.00 

SALMON 

Red  Alaskas,  Tall,  No.  1 . 

Flat,  No.  % . 

Cohoes,  Tall,  No.  1 . 

Flat,  No.  1 . 

No.  %  . 

Pinlr,  Tull,  Tgn  1 

2.40 

1.66 

2.00 

1.35 

.96 

2.45 
1.75 
2.00 

1.45 

Choice,  No.  10 . 

Std.,  No.  10 . 

.. 

7.26 

6.76 

7.60 

7.16 

Flat,  No.  % . 

FRUITS  FOR  SALAD 

Fey.,  No.  2% . 

No  10  . 

2.30 

7.60 

2.36 

7.76 

No.  %  . 

Chums,  Tall,  No.  1 . 

2.00 

1.20 

1.86 

2.10 

1.90 

GRAPEFRUIT  SECTIONS 

Florida 

Texas 

SHRIMP 

No.  2  . 

No.  6  . 

. 86 

1.10 

2.86 

Southern 
1.10  1.30 

1.15  1.36 

1.26  1.40 

GRAPEFRUIT  JUICE 

8  oz . 

.  1.30 

No.  1.  Large . 

.  1.35 

No.  1  .. 
No.  300 


SARDINEIS  (Domestic)  Per  Case 


No.  2  . . 

46  oz . 

No.  6  . 

GOOSEBERRIES 

Std.,  No.  2 . 

No.  10  . 

PEACHES 

Y.  C..  Fey..  No.  2% . 

Choice,  No.  2% . 

Std.,  No.  2% . 

Fey.,  No.  10 . 

Choice.  No.  10 . 

Std.,  No.  10 . . . 

Pie.  No.  10 . .  . 

Water,  No.  10 . 


.70  .721/,  . 

1.65  1.67  >4  1.65 


1.26  1.36 

6.76  6.00 


V4  Oil,  Key . 

%  Oil,  Keyless . 

1/4  Oil.  Tomato,  Carton. 

1/4  Oil,  Key  Carton . 

%  Mustard,  Keyless _ ... 

Calif.  Oval  No.  1,  24’s... 
Calif.  Oval  No.  1,  48’8... 


3.95 

3.26 


4.35 

3.10 


1.30  1.36 

1.20  1.30 

1.10  1.171/4 

4.26  4.60 

4.00  4.26 

3.60  3.76 

3.60  3.90 

3.00  3.10 


TUNA  FISH,  Per  Case 


Fey.,  Yel.,  Is, 
Fey.,  Yel.,  Is, 

. 

¥48  . 

Light  Meat,  Is. 


s 

s 


24’s . 

48’s . 


3.25  4.00 


10.00  11.00 

6.50  6.00 

4.20  4.40 

9.60  10.00 

6.60  . 

3.66  3.90 


22 


THE  CANNING  TRADE  •  September  2,  1940 


WANTED  and  FOR  SALE 


FOR  SALE— MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
I'umps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


FOR  SALE — One  Buck  Snipper,  practically  new;  one  Urschel 
Bean  Cutter  for  1"  and  114"  cut  beans.  Address  Box 
A-2451,  The  Canning  Trade. 


FOR  SALE — 1  Retort  40x60,  $60;  4  Steam  Jacketed  Copper 
Kettles  75  &  80  gallon  $85  each;  1  Kettle,  tinned,  175  gallon 
$125;  1  100  H.P.  Brickin  Boiler,  pump,  injector,  gauge,  etc.  $200; 
1  Mt.  Gilead  Steam  Evaporator  8  H.P.  $65;  1  Langsenkamp 
Pulper  $300;  4  Boutell  Apple  Peelers  $50  each.  Everything  in 
good  serviceable  shape.  D.  S.  Thomas,  Bridgewater,  Virginia. 


FOR  SALE — Cider  pi-ess,  tanks,  filters  and  general  apple 
equipment.  Pumpkin  cutters,  pumps  and  other  pumpkin 
machinery.  One  water  filter  3,000  gals,  per  hour.  Reeves 
variable  speed  machine,  bottle  washer,  fillers  and  labeler.  Steam 
engines  and  boilers.  Address  Box  A-2450,  The  Canning  Trade. 


WANTED  —  MACHINERY 


WANTED  FOR  USER — Retorts,  Stainless  Steel,  Monel,  Cop¬ 
per  or  Aluminum  Kettle  and  Vacuum  Pan;  Labeling  Machine; 
Filter  Press.  No  dealers.  Box  A-2389,  The  Canning  Trade. 


WANTED  — CANNED  FOODS 


WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2420,  The  Canning  Trade. 


SITUATIONS  WANTED 


POSITION  WANTED — As  manager  or  superintendent.  Ex¬ 
perienced  in  handling  full  line  of  fruits,  vegetables,  tomato 
products,  jams,  jellies.  Address  Box  B-2452,  The  Canning  Trade. 


THE  1940  DIRECTORY  OF  CANNERS 

Now  Ready!  Enter  your  order  now  for  the  31at  edition.  Compiled  by  the  National  Canners  Aaaociation, 
from  Statistical  Reports  and  such  other  reliable  data. 

^  Carefully  prepared  and  up-to-date;  lists  corrected  by  Canners  themselves;  verified  by  competent 
t  authorities.  The  various  articles  packed  and  other  valuable  information  is  given.  Distributed 

i  free  to  members  of  the  National  Canners  Association.  Sold  to  all  others  at  $2. 00  per  copy ,  postage 

prepaid.  The  book  that  is  needed  by  all  wholesale  grocers,  brokers,  machinery  and  supplymen, 
\  salesmen,  and  practically  everybody  interested  in  the  canning  industry.  Get  your  order  in  now. 

'  National  Canners  Association/  1739  H.  Street,  N.  W.  Washington,  D.  C. 

j  PERSONAL  CHECKS  ACCEPTED 


FOR  CANNING  OR  FREEZING 
FANCIEST  WHOLE-KERNEL  CORN 


CORN  Canning 


EQUIPMENT 


Tihde  lUKcnnEiDt  Westminster.  Jld. 

HUSKERS  — CUTTERS  — TRIMMERS  — CLEANERS 
SILKERS— WASHERS  and  GRINDERS 


IF 


JJ^  YOU  WANT  good  2nd  hand  ma- 
chinery  —  ASK  FOR  IT.  State 
your  wants  on  the  “Wanted  and 
For  Sale”  page. 

Fr  You  have  good  used  machinery,  no 
longer  needed,  turn  it  into  cash — 
Advertise  it  On  this  page. 

You  want  to  rent  or  to  huy  a  can¬ 
nery — or  if  you  want  to  rent  or  to 
sell  your  plant 

Say  So  on  this  page 
THE  COST  is  very  small. 

The  rates — straight  reading,  no  display: 
One  time,  per  line  40c 
Four  or  more  times,  per  line  30c 
Minimum  charge  per  ad.  $1.00 
Count  eight  average  words  to  the  line. 

THE  CANNING  TRADE 

The  Business  Journal  of  the  Canned  Foods  Industry 

BALTIMORE,  20  S.  Gay  Street  MARYLAND 
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NEW  IMPROVED  BASKET 


will  last  a  season  or  more  longer 

At  No  Extra  Cost 

IVrite  for  Samples  and  T^rices 

RIVERSIDE  MANUFACTURING  CO. 

MURFREESBORO,  NORTH  CAROLINA 


MORRAL  CORN  CUTTER 

Either  Single  or  Double  Cat 


Morral  Combination 
Corn  Cutter 

For  Whole  Grain  or 
Cream  Style 


Morral  Corn  Husker 

Either  Single  or  Double 
Morral  Labeling  Machine 
and  other  machinery 

Write  for  catalog  and 
further  particulars 


MORRAL  BROTHERS,  Morral,  Ohio 


Indiana  Pulpers  and  Finishers 

COMPLETEL  Y  SANITAR  Y-ELIMINA  TE  MOLD 


*  AH  Indiana  Pulpers  and  Finishers  are  quickly,  easily 
and  thoroughly  cleaned — giving  no  chance  for  mold  to  ac¬ 
cumulate.  The  accepted  Indiana  Hook-Type  Frame  per¬ 
mits  all  parts  to  be  reached  with  hose  without  loss  of  time. 
Indiana  machines  are  also  known  for  their  sturdiness, 
dependability,  long  life,  low  upkeep,  great  capacity  and 
low  power  consumption.  Indiana  E-Z-Adjust  Pulper  with 
its  instant  change  from  wet  to  dry  pomace,  or  vice  versa 
obtains  greater  yield  from  No  I  tomatoes  and  greatest  pos¬ 
sible  yield  from  No.  2  tomatoes  while  eliminating  mold  to 
greatest  extent. 

Pulpers  and  Finishers  for  Immediate  Shipment 

F.  H.  LANGSENKAMP  CO. 

Efficiency  in  the  Canning  Plant" 

Indianapolis,  Indiana 


To  assist  you — 

Readers  will  find  the  Where  to  Buy 
Section  helpful  in  locating  firms  to 
supply  specific  needs. 

Consult  these  advertisers. 


Smile  Awhile 

There  is  a  saving  grace  in  a  sense  of  humor 

Contributions  Welcomed 


CAREER 

This  story  concerns  a  farmer  delivering  a  load  of  vegetables 
to  an  insane  asylum.  As  the  farmer  drove  through  the  entrance 
an  inmate  greeted  him. 

“I  used  to  be  a  farmer  once.” 

“Did  you?” 

“Yes.  Say,  stranger,  did  you  ever  try  being  crazy?” 

“No.” 

“Well,  you  ought  to  try  it.  It  sure  beats  farming  all  to  heck!” 

“What’s  the  difference  between  a  Scotchman  and  a  cocoanut?” 
“You  can  get  a  drink  out  of  a  cocoanut.” 

ALL  GONE 

Old  Man — I’m  94  years  of  age,  sir,  and  I  haven’t  an  enemy  in 
the  world. 

Preacher — That  is  a  most  beautiful  thought. 

Old  Man — You  bet  it  is!  I’ve  outlived  them  all! 


Nurse:  “Did  the  doctor  take  your  temperature?” 

Patient:  “I  don’t  think  so.  All  I’ve  missed  so  far  is  my  watch.” 

PICK  YOUR  EXIT  NOW 

“Say,  when  we  were  playing  Duluth  I  pulled  a  line  that  sure 
panicked  them!” 

“Yeah?  What  was  it?” 

“I  just  came  out  and  said,  ‘Folks,  the  theatre’s  on  fii-e.’  ” 

As  they  left  the  night  club,  the  cute  blonde  asked  her  escort, 
“Say,  what’s  the  idea  giving  that  hat-check  girl  five  dollars  for 
checking  your  coat?”  And  the  escort  whispered,  “Shh,  not  so 
loud.  I  didn’t  wear  a  coat  tonight.” 

Mistress:  Be  careful  when  you  dust  around  those  paintings, 
Mary;  they  are  all  Old  Masters. 

Maid:  Good  gracious!  Who’d  ever  think  you’d  been  married 
all  those  times,  mum! 

“Well,”  said  the  golfer,  “what  do  you  think  of  my  game?” 

“I  suppose  it’s  all  right,”  said  the  caddy,  “but  I  still  like  golf.” 

The  friend  asked  the  Scotchman,  “Hmm,  so  your  wife  is  thirty 
years  old  tomorrow?  How  many  candles  will  she  have  on  her 
birthday  cake?”  To  which  the  Scot  bellowed,  “Mon,  what 
birthday  cake?” 

“Yassah,”  said  the  little  colored  boy.  ‘I’se  named  for  my 
parents.  Daddy’s  name  was  Ferdinand  and  Mammy’s  name 
was  Liza.” 

“What’s  your  name,  then?” 

“Ferdiliza.” 


THAT  OLD  ONE 

“I  understand  Bill  studied  mechanical  engineering.  What’s 
he  doing  now?” 

“He  is  working  on  the  railroad.” 

“That  so?  What  doing?” 

“Well,  you  know  the  man  who  goes  ai’ound  the  cars  and  taps 
all  the  wheels  to  make  sure  everything  is  all  right?” 

“Yes.” 

“Well,  Bill  helps  that  man  listen.” 

Husband — For  Heaven’s  sake,  Mai’y,  why  did  you  tell  your 
mistress  what  time  I  got  in  last  night  when  I  told  you  not  to? 

Maid — I  didn’t.  She  asked  me  what  time  you  came  home  and 
I  said  I  was  too  busy  getting  breakfast  to  look  at  the  clock. 
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WHERE  TO  BUY 


the  Machinery  and  Supplies  you  need,  and  the  Leading  Houses  that  supply  them. 
Consult  the  advertisements  for  details. 


GENERAL  FACTORY  EQUIPMENT 


AGENTS  for  Machinanr  Min. 

';iii8holm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BASKETS,  Wire,  Scalding,  Pickling,  etc. 


BELTING,  Leather. 

BLANCHERS,  Vegetable  and  Fruit. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Cnisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BOXES  (Metal),  Lug,  Field. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wls. 


BOXING  MACHINES. 

Clhisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BOX  (Corrugated)  SEALING  MACHINES. 

Jhisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


BUCKETS,  PAILS  AND  PANS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
rood  Machinery  Corpoiaiion,  Hoopeston,  lU. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CAN  WASHING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  6  Co.,  inc..  Baltimore,  Md. 


CAPPING  MACHINES,  Soldering. 

Ayars  Machine  Co.,  Salem,  N.  I. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CHAIN  ADJUSTERS. 

F.  Hamachek  Machine  Co.,  Kewaunee,  Wis. 


CLEANING  AND  GRADING  MACHY.,  Fruits. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 

.A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
'.inclair-Scott  Co.,  Baltimore,  Md. 

CLOCKS,  Process  Time. 

Ayars  Machine  Co.,  Salem,  N.  I. 

.  iiisnolm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
ood  Machinery  Corporation,  Hoopeston,  Ill. 

A.  K.  Robins  6  Cc,.,  Inc.,  Baltimore,  Md. 


COILS,  Cooking. 

lisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
lod  Machinery  Corporation,  Hoopeston,  Ill. 
-dinilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
los.  Oat  &  Sons,  Philadelphia,  Pa. 

..  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CONVEYORS  AND  CARRIERS. 
hisholm-Ryder  Co.,  Niag[ara  Falls,  N.  Y. 
ood  Machinery  Corporation,  Hoopeston,  Ill. 
a  Porte  Mat  &  Mig.  Co.,  La  Porte,  Ind. 

-L.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CONVEYOR  BELTS,  Cloth,  Rubber,  Wire. 

nisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
a  Porte  Mat  and  Mfg.  Co.,  La  Porte,  Ind. 
K.  Robins  fi  Co..  Inc.,  Baltimore,  Md. 


CONVEYORS,  HydrauUc. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 


COOKERS,  Continueua,  Agitating. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


COOLERS,  Continuoua. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CRANES  AND  HOISTS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CRATES,  Iron  Process. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CUTTERS  OR  CHOPPERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

ENSILAGE  STACKERS. 

Frank  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 


EXHAUST  BOXES. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ul. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


FACTORY  TRUCKS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


FILLING  MACHINES,  Can. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


KETTLES,  Plain  or  Jacketed. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


KETTLES,  Process,  Retorts. 

Ayars  Machine  Co.,  Salem,  N.  J. 
C%isholm-Ryder  Co.,  Niag[ara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


KNIVES,  Miscellaneous. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corooration,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 


LABELING  MACHINES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corroration,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis',  Ind. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


MIXERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 


POWER  PLANT  EQUIPMENT. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


PUMPS,  Air,  Water,  Brine,  Syrup. 

Chisholm-Ryder  Co.,  Niag[ara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


SEWAGE  DISPOSAL  SYSTEMS. 

Chisholm  Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Mach.  Corp.,  Hoopeston,  Ill. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SIEVES  AND  SCREENS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
F.  H.  Langsenkamp  Co.,  In^anapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SPEED  REGULATORS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
S'nclair-Scott  Co.,  Baltimore,  Md. 


SYRUPERS  AND  BRINERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TANKS,  Metal,  Glass  Lined,  Wood. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  UL 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


VACUUM  PANS 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 


WASHERS,  Fruit,  Vegetable. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Fedls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


BEET  CANNING  MACHINERY 


Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagua  Falls,  N.  Y. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CAN  MAKERS'  MACHINERY 


Cameron  Can  Mchy.  Co.,  Chicago,  Ill. 


CORN  CANNING  MACHINERY 


CORN  COOKER-FILLERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  C!o.,  Inc.,  Baltimore,  Md. 


CORN  CUTTERS. 

Chisholm-Ryder  Co.,  Niagara  Falla,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

The  United  Co.,  Westminster,  Md. 


CORN  HUSKERS  AND  BILKERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Morral  Bros.,  Morral,  Ohio. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
liie  United  Co.,  Westminster,  Md. 
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WHERE  TO  BUY  — Continued 


CORN  SHAKERS. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  i. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CORN  TRIMMERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Mach.  Corp.,  Hoopeston,  lU. 

Morrel  Bros,  Morrel,  Ohio. 

Sjnrluir  Scott  Co.,  Baltimore,  Md. 

Utrited  Co.,  Westminster.  Md. 


CORN  WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Chisholm-Ryder  Co.,  Niagara  F^,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  lU. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

The  United  Co.,  Westmlirster,  Md. 


FISH  CANNING  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  HI. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


FRUIT  CANNING  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


KRAUT  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


MILK  CANNING  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 


PEA  CANNERS'  MACHINERY 


BLANCHERS. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


CLEANERS. 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  111. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


GRADERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

HULLERS  AND  VINERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

F.  Hamachek  Mach.  Co.,  Kewaunee,  Wis. 
Sinclair-Scott  Co.,  Baltimore,  Md. 

PICKING  TABLES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  111. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

WASHERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 
Sinclair-Scott  Co.,  Baltimore,  Md. 


PINEAPPLE  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co..  Inc.,  Baltimore,  Md. 


PRESERVERS'  MACHINERY 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  111. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


STRING  BEAN  MACHINERY 


BLANCHERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


GRADERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PICKING  TABLES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


SNIPPERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TOMATO  CANNING  MACHINERY 


EXHAUSTERS. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


PEELING  KNIVES. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
F,  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


PEELING  TABLES,  Continuous. 

Ayars  Machine  Co.,  Salem,  N.  J. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  111. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


SCALDERS. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  HI. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


WASHERS. 

Ayars  Machine  Co.,  Salem,  N.  I. 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  lU. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


TOMATO  PRODUCTS  &  lUICE  MACHINERY 


COOKING  COILS  ior  Kettles  and  Tanks, 
Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

JUICE  EXTRACTORS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


JUICE  HEATERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Ill. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


KETTLES. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  111. 
Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

PULPERS  AND  FINISHERS. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 
Food  Machinery  Corporation,  Hoopeston,  Hi. 
F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 
A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 


GENERAL  FACTORY  SUPPLIES 


ADHESIVES. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

BASKETS  (Wood),  Picking. 

Riverside  Manufacturing  Co.,  Murfreesboro,  N.  C. 

BOOKS,  on  Canning,  Formula,  Etc. 

A  Complete  Course  in  Canning. 

A  History  of  the  Canning  Industry. 

The  Almanac  of  the  Canning  Industry. 


BOXES,  Corrugated  or  Solid  Fibre. 

Eastern  Box  Company,  Baltimore,  Md. 

CANS,  Tin,  AH  Kinds. 

American  Can  Co.,  New  York  City. 
Continental  Can  Co.,  New  York  City. 

Crown  Can  Co.,  Philadelphia,  Pa. 

Heekin  Can  Co.,  Cincinnati,  Ohio. 

National  Can  Co.,  Inc.,  New  York-Baltimorw. 


CAN  SEALING  COMPOUND. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

CLEANING  COMPOUNDS,  Cleansers. 


FERTILIZER. 

INSECTICIDES,  Dusts,  Sprays. 

INSURANCE,  Canners. 

Canners'  Exchange,  Lansing  B.  Warner,  Chicago. 
LABELS. 

Gamse  Litho.  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago.,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

LABORATORIES,  ior  Analyses  of  Goods,  Etc. 
National  Canners  Assn.,  Washington,  D.  C. 


PASTE,  CANNERS'. 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

F.  H.  Langsenkamp  &  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

SALT. 

SEASONINGS 

SEEDS,  Canners',  AH  Varieties. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Northrup,  King  &  Co.,  Minneapolis,  Minn. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 


SEEDS,  PEA  AND  BEAN. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 
Gallatin  Valley  Seed  Co.  Bozeman,  Mont. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 


SEED,  TOMATO. 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 


SEED  TREATMENT. 


SUGAR,  DEXTROSE. 

Com  Products  Sales  Co.,  New  York,  N.  Y. 


TIN  PLATE, 

WAREHOUSING  AND  FINANCING. 
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A  COMPLETE  COURSE  IN  CANNING 

Sixth  edition,  1936  revised  up-to-date. 

The  Industry’s  Cook  Book  for  over  30  years.  . 


FOR  MANAGERS. 
SUPERINTENDENTS. 
BROKERS 
AND  BUYERS 


Size  6x9, 360  Pages  Beautifully  Bound. 
Stamped  in  Gold. 


360  pages  of  proved  pro¬ 
cedure  and  formulae  for 
everything  ‘  ‘ Canable ’  ’ . 


"I  would  not  take  $1,000.00  for  my 
copy  if  I  could  not  set  another." 

— a  famous  processor. 


All  the  newest  times  and  temperatures 
All  the  newest  and  latest  products 


•  Fruits  •  Vesetables  •  Meats  •  Milk  •  Soups 

•  Preserves  •  Pickles  •  Condiments  •  Juices 

•  Butters  •  Dry  Packs  (soaked)  •  Dog  Foods 
and  Specialties  in  minute  detail,  with  full  instruc¬ 
tions  from  the  growing  through  to  the  warehouse. 


Used  by  Food  Processors  to  check  times,  tem¬ 
peratures  and  RIGHT  procedure  ...  by  Distri¬ 
butors  to  KNOW  canned  foods  ...  by  Home 
Economists  to  TEACH  the  subject  of  food  pre¬ 
servation. 

For  sale  by  all  supply  houses  and  dealers  .  .  . 
or  direct.  Price  $10.  postpaid. 


Published  and  Copyrighted  By 

THE  CANNING  TRADE 

Since  1878 — The  Canned  Foods  Authority 
BALTIMORE.  20  South  Gay  Street.  MARYLAND 
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SATISFY  PACKERS 


l)ecause  thev  have  conti 

J 

deuce  in  the  field  perform 
ance  of  Rogers  stocks. 


k  The  cumulative  ex- 
^  perieuce  of  our  64 
years  as  seed  giwv- 
ers.  applied  to  present 
conditions  hy  a  com¬ 
petent,  well  trained  breed¬ 
ing  staff,  is  your  l)est  as¬ 
surance  of  quality  in  the 
can — 

through  (juality  inthe  see(  1. 


